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NO PEAK IN SIGHT 


FOR INCENTIVE TRAVEL 
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22 WAYS SALES EXECS 


USE INCENTIVE TRAVEL 
PAGE 22 


TRACE COMPLEX BUYING 


PATTERN AT INDUSTRIAL SHOW 
PAGE 112 


@ How to Use it 
@ Why it Works 


A pleasant trip can make a big difference in the 
outcome of any sales meeting or convention 
Members are rested and relaxed, in a frame of 
mind that spells success 

Why not make sure everyone at your meet 
ing enjoys the finest transportation in the world 

'TWA’s Super-G Constellations. They'll 
make new friends and enjoy refreshments in the 


beautiful “Starlight Lounge or just stretch 


FOR COMPLETE INFORMATION, call or write your local 
WA office. Or write: Convention Manager 
World Ai:line 


Trans 


3, 3830 Madison Ave., N. Y. 17, N. Y. 


...is the keynote when you 


FLY TWA TO YOUR MEETINGS 


out in oversized, reclining seats for miles of 
blissful rest. And they'll be delighted with the 
finest bill of fare in the air TWA’s de luxe, 
full-course meals 

TWA’s Super-G’s offer all this luxury at no 
extra fare non-stop across the U. S., between 
major U.S. cities, and non-stop to Europe from 
New York 


everyone, make them on the Super-G! 


For travel plans sure to please 


TRANS WORLD AIRLINES 


S.A. BUROPE +: AFRICA ASIA 


if you are a supplier to the plumbing, heating and air conditioning field 


here is the perfect 


SALES TOOL 


for you— 


the 1957 National Plumbing and 


Heating Exposition 


June 10-13, 1957 - Dallas, Texas 


Picture yourself situated in a brand new audi- 
torium, surrounded by your sparkling product 
display, while a vast number of plumbing con- 
tractors stroll in and out of your exhibit—exam- 
ining your products, asking questions, filling out 
prospect cards, signing orders! 

This is no idle daydream. This is a reality IF you 
are an exhibitor at the 1957 National Plumbing 
and Heating Exposition. The contractors you 
want to reach are in the audience at this exposi- 
tion—key men in plumbing, heating and air con- 
ditioning who want to know where they can buy 
the products they need—your products. Every 
year this exposition results in orders totaling 
millions of dollars. 


Further, the rapidly-expanding Southwest is 


For space, contact Exposition Management: 


Andrews, Bartlett and Associates, Inc. 


1849 W. 24 St. 


Cleveland 13, Ohio 
Phone: TOwer 1-6045 


America’s No. 1 market and the sales potential 
in plumbing, heating and air conditioning prod- 
ucts is tremendous. Take this opportunity to 
meet new customers... to do the kind of sales 
job that can be done only at a combined conven- 
tion-exposition . . . to establish your name and 
products here now. 

What’s more, the 1957 National Plumbing and 
Heating Exposition will be one of the first to en 
joy the excellent facilities of the Dallas Memorial 
Auditorium, beautiful new showplace of the 
Southwest—completely air-conditioned ! 
Although over 90% of the exhibit area has been 
sold, good space is still available. Join these suc- 
cessful exhibitors today. 


SPONSORED BY THE NATIONAL ASSOCIATION OF PLUMBING CONTRACTORS 
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Why not this 
paradise isle 
for your 


Convention? 


Get away from distracting big-city 
hustle-bustl 
it Grand Bahama Club! 


Plan your next con 
vention 

Grand Bahama Club on a serene 
east of 
minutes by 
from Miami 
t Palm Beach), yet is an 


tropic t le i just 65 miles 
Palm Beach (a few 
daily scheduled flight 
and We 


intriguing foreign world with love- 


ly beaches, crystal-clear sea, and 
the world’s finest big-game fishing 

Grand Bahama Club offers com 
plete convention facilities for 300 
Naturally, this 
ums, meeting room 
PA system 
Bahama offers 
including giant pool 

No passports needed, no red tape 
And rates are 


auditor 
, offices, and 
After hours, 


ill resort activities 


ine ludes 


Grand 


unbelievably low 


For complete information 
write, wire, or phone 


GRAND BAHAMA CLUB 


Reservations Office: Security Building 
117 WE. Ist Avenue « Miami, Florida 
Phone: FRanklin 9.1832 
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HIGHLIGHTS 


INCENTIVE TRAVEL? WHO NEEDS IT? 


‘To judge from spiraling use of travel as contest prize, appar- 
ently a large segment of industry needs this new glamor incen- 
tive. And this segment keeps growing until it might encompass 


most companies. Reasons for expanded use are many. 


| MORE PROOF THAT EXHIBITS SELL INDUSTRY 


| 
| 


WAYS 


When researchers track down executives involved in specifying 
and buying industrial equipment, industrial show stands out as 
catalyst in decision making. Study points up importance of 
industrial show in buying patterns. 


SALES EXECUTIVES USE TRAVEL AS PRIZES 


‘There are at least 22 campaigns — covering everything from 
improving salesmanship and recruiting new salesmen to moving 
merchandise in a slow season and developing new prospect lists 


with travel as the stimulus to get results. 


ARE DEALERS GETTING "TRAVEL HAPPY"? 


With so many trips being offered to appliance dealers, you might 
expect the novelty of a free vacation to wear thin. What is the 
attitude of dealers now that they have had a taste of travel to 
the world’s most popular vacation sites? Manufacturers have 
some new angles to consider when making plans for an incen- 
tive contest to stimulate dealer buying. 


TIME AWAY FROM JOB MAY NOT BE VITAL 


SPEND 


One disadvantage of incentive travel was considered to be the 
time your best salesmen spent away from their jobs. 
company 


Now one 
wants to tack on the normal vacation to make time 
away longer. Company is no neophyte. This is third.incentive 
program with travel reward. 


MONEY TO SAVE MONEY 


l'wo expandable exhibit vans cut budgets for meetings. 
dramatic saving is in executive time. 


Most 
Series of wholesaler and 
dealer meetings put on the road with greater impact and in less 
time than ever before. 
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i Watch Hubby Hust! ° ‘ 

Tell the Wife That She Can Go and Then Watch Hubby Hustle for conventions 


Professional Approach to Incentive Travel 


Little Touches Make a Big Difference 


, What You Should Know about Charter Flights 64 | This famous convention city 
has the largest concentra- 

. : tion of new, air-conditioned 

Vornado Tries Off-Beat Site 68) hotels in the world~more 


than 31,000 rooms. And 


Sophistication of Dealers Dulling Lure of Trips 72) with Miami Beach's ever- 
changing skyline, hotels 


: ’ 78 are designed for convention 
12 Things to Tell Winners | convenience, from drawing 
J board to completion. Meet- 
Simplex Cruise Is Complex Package 80 ing rooms are available for 
seating up to 3,000 persons, 

For Women Only—Who Are Going on Incentive Trip 86 | NEW MIAMI BEACH 

: : : ; EXHIBITION HALL 
Promotion Material Is Your Big Bargain 4 il have an overall ate of 
195,000 sq, ft. with a seating 
Off to Africa on Jungle Safari 95 capacity of 15,000 in main 
arena with smaller meeting 
= ii at ° " 98 rooms seating from 150 to 
Incentive Meeting—''Doubles in Brass aah’, ‘Teele aioe eubitetalnn 
hall will connect with the 
Where Did They Go? 100° present Miami Beach audi- 
torium, which has a seating 
Publisher Prefers Vacation Tacked onto Incentive Trip 102 | capacity of 4,300, is located 
within minutes of hotels, 
: stores and resort activities. 

Stay-at-Home "Trip" Offers Glamor at Budget Price 106 ‘ 


The Miami Beach Conven- 
tion Bureau spends as much 


? Exhibit Van Means 50°/, Saving on Dealer Meetings 109 time serving your conven- 
tion as it does securing it. 


Meeting Technique 


DEPARTMENTS lor details, write 
THOMAS F. SMITH, Director 
Miami Beach 
As the Editors See It ....... 17 Meeting and Show News 14 awn sreuenttinin hasan 
Best I've Heard oa 120 Letters 9 ur | Office Building 


tary ach 39, Fiorids 
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safe and 


CALL YOUR ALLIED MOVER 
hes the No.! Specialist 


Ask your Allied Mover for a copy of ‘‘Before You Move.” See 


the yellow pages of your phone book, or write Allied Van Lines, 


Inc., Broadview, Illinois 


ALLIED VAN LINES «© WORLD’S LARGEST LONG-DISTANCE MOVERS 
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They'll Get More Done to Have More Fun! 
Here’s the Sales Incentive Second to None! 


sales incentive 


prize cruise , 
belM, 
award aboard glamorous : 


LUXURY LINERS (ae 


Forget Your Planning! 
We Furnish All This for You! 


e Superb, sumptuous cuisine, 
flawlessly served, 

Nothing in the whole wide world can compare to the Continual planned enter- 
enchantment of a carefree sea voyage, visiting exotic talnment, night and day— 
Caribbean ports, aboard a beautiful, modern luxury line fun filled activities on deck 

No other way can you offer a more stimulating incentive and in many attractive 

than to award salesmen a prize ocean cruise. Here’s rooms. 
the easiest way for you to motivate higher sales Plenty of huge, de luxe 


Here’s the surest way to make salesmen prouder a tt space. otis 
to serve your organization xclusive accommodations 


for small meetings——or 
your group takes over 
entire ship, 

Capacity up to 730. 
Customer-designed sales 
aids to fit and support 
your program. 


Only the specialized experience of the Caribbean Cruise 
Lines’ staff can offer such unique sales incentive cruises, 
completely planned and executed so that you won't 

have to raise a finger. Only our know-how can make these 
luxury cruises possible—with all facilities included as 
part of cruise fare—at such reasonable rates. 


Call our Sales Incentive Staff experts collect and ask for full detaila 
Mr. John E Smith, Jy Mr. Lincoln Miller or Mi Joseph Friday 


SOUTHERN BUILDING 
nuutice ste $ WASHINGTON 5. D. C. 
STERLING 3-8181 


General Agents 
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INCENTIVE: 


Sheraton Hotels offer an irresistible array of incentive 
prizes. We'll help tailor-make a trip to delight your 
salesmen — and fit your budget. On the opposite page 
you'll find a few of the many incentive prizes you 


can give. But whatever contest you have in mind — 
get in touch with the SHERATON SALES DEPARTMENT, 
470 Atlantic Avenue, Boston 10, Massachusetts. 


EASTERN DIV. PITTSBURGH SPRINGFIELD, Mass. 
NEW YORK Penn-Sheraton Sheraton-Kimball 
Park Sheraton 

Sheraton-Astor BALTIMORE ALBANY 
Sheraton-McAlpin Sheraton-Belvedere Sheraton-Ten Eyck 
Sheraton-Russell 

BOSTON PHILADELPHIA ROCHESTER 
Sheraton Plaza Sheraton Hotel Sheraton Hotel 
WASHINGTON 

Sheraton-Carlton PROVIDENCE BUFFALO 
Sheraten-Park Sheraton-Biltmore Sheraton Hotel 
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— a 


CALI FORNIA: 


In San Francisco, winners stay at 
the fabled Sheraton-Palace 
__.in Los Angeles, the sumptuous 
Sheraton-Town House. 

And for holiday living ina resort 
setting, select the 
Huntington-Sheraton 


in nearby Pasadena. 


BOSTON: 


ene and family fun will 
e the order of the day ona 


Boston holiday. Winners will 
stay at the famous Sherato 
Plaza Hotel, : 


and enjoy old- 
world luxury and comfort. 


CHICAGO! 


Sheraton Hotel 
ent Sheraton- 


Blackstone, where guests are 
dto good living ¢ 


trip doubly fun. 


' te na grand 
rea 


scale, makes the 


WASHINGTON, 
So. .: 


It's everyone s goal to see history 
in the making at their nation’s 
capital. And Sheraton has two 
famous hotels here — the exciting 
Sheraton-Park, and, just two 
blocks from the White House, the 
gracious Sheraton-Carlton. 


NIAGARA 
FALLS: 


ort from ever Y 


hotel that commands the best 


th Canadian and 


view of bo 


FRENCH L 
i 
IN ja 


Make your prize the very last 
a in fun, resort living. The 
ane Lick-Sheraton has 
* 9 — swimming pools, 
golf courses, tennis, ridin 
shooting, bara 


i dancing, 
Springs. It's 


mineral 


an unforgettc 
; abl 
family vacation, a 


NEW YORK: 


Everyone loves a whirl in Man 
hattan! And there are three excit 
ing Sheraton Hotels to choose 
from: The Sheraton-Astor ~ 
Times Square; The Sheraton- 
McAlpin, in the shadow of the 
Empire State, and the Park 
Sheraton, off Central Park. 


MONTREAL: 


Montreal is @ 
— second only to 
h speak- 
Winners 


Cosmopolitan 
world in itself 
s the largest Frene 
jer heaven. 
t the city $ favorite 


Paris a 
ing city une 


will stay 2 


hotel, the Sheraton-Mt- Royal, 


in the center of everything: 


LET SHERATON HOTELS TAILOR-MAKE an exciting incentive contest prize | pal 
for your firm. You'll find the Sheraton Sales Staff gives you out-of-the-ordinary | ef \s4 | 


help in your contest planning. Write us today. Sheraton Sales Depariment, 
470 Atlantic Ave., Boston 10, Mass. 


(nom \ 
22 $ ° 
ay S H E R A i Oo N the proudest name in | Oo i E L S 
s. SYRACUSE CINCINNATI DALLAS SIOUX CITY, lowa PACIFIC DIV. CANADIAN DIV. 
Sheraton-Syracuse Inn Sheraton-Gibson Sheraton Hotel Sheraton-Martin 
Sheraton-De Witt Motel Opens 1959 Sheraton-Warrior SAN FRANCISCO MONTREAL 
ST. LOUIS AKRON Sheraton-Palace Sheraton-Mt. Royal 


SIOUX FALLS, S. D. The Laurentien 
Sheraton-Carpenter r - TORONTO 
Sheraton-Cataract LOS ANGELES King Edward Sheraton 


CEDAR RAPIDS, lowa Sheraton- Town House NIAGARA FALLS, Ont. 
Sheraton-Montrose Sheraton-Brock 

and other HAMILTON, Ont. 
Midwestern cities Royal Connaught 


MIDWESTERN DIV. Sheraton-Jefferson 


CHICAGO OMAHA 
Sheraton-Blackstone Sheraton-Fontenelle 
Sheraton Hotel LOUISVILLE 


DETROIT Sheraton-Seelbach 
Sheraton-Cadillac The Watterson 


Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoln 
FRENCH LICK, Ind. 
French Lick-Sheraton 
RAPID CITY, S. D. 
Sheraton-Johnson 


PASADENA 
Huntington-Sheraton 
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gn COMPETITIVE challenge has al- 
ways nipped at the heels of sales 
executives. If you lose momentum, 
someone strides into your market 
Fortunately, the problem suggests its 
own solution. A literal interpretation 
of that old saying—you have to travel 
to beat competition—provides the 
quickest, most effective way to gain 
sales momentum 


Faraway places bring 

sales goals near! 

Cappel, MacDonald travel incentive 
campaigns galvanize men into action. 
Suddenly, they read every word of 
sales training material. Family dinners 
become sales report meetings. Extra 
work is an opportunity, not a burden. 
The chance to live like a millionaire 
in some famed resort or exotic city 


GET FREE HINTS ON MOTIVATING SALESMEN 

Phone the nearest C-M office, or write on your letter- 
head for your copy of “Who's Selling Who?” Cappel, 
MacDonald and Company, Dept. ¥g, Dayton 1, Ohio. 


pushes sales up. Increased self-confi- 
dence and know-how keep sales on a 
higher plateau. 

But travel is not a panacea for sales 
ills. It takes hard work and experience 
to squeeze maximum dividends from a 
campaign. 


Incentive travel is different! 
Your company’s reputation as a host 
is safe with Cappel, MacDonald and 
its associates. A world-wide staff 
smooths every detail. Winners are of- 
fered parties, fishing trips and other 
flattering special attention. Campaign 
benefits are multiplied and prolonged 
by the world’s leading travel incentive 
service, 


Merchandise has a place! 

Some salesmen are stay-at-homes. 
Some find travel awards beyond their 
reach. Yet campaign interest lags un- 
less every man has a chance to win. 
That's why C-M offers you a complete 
incentive package—travel, merchan- 
dise, planning, service. Winners may 
choose from 1,400 items in the C-M 
Catalog 


Professional help assures success! 
C-M executives have spent 35 years 
learning what works and why. A 400- 


ou have to travel 


to outsell competition 


man staff provides man-power no in- 
dividual customer could afford. Yet all 
planning, service and creative work are 
free — provided by normal discounts. 
You pay only wholesale prices for mer- 
chandise, carrier-resort rates for travel, 
actual cost for printing. 

When you call in the C-M man, you 
free yourself from the work and worry 
of handling a complex, one-shot cam- 
paign...and benefit from experience 
gained in handling more than 4,000 
campaigns a year. Today, learn why 
so many firms use C-M plans to im- 
prove their competitive positions. 


50% increase in food sales! 

“Our retail volume shows an increase 
of slightly over fifty percent,” reports 
a famed food packer. “Such an increase 
is almost fantastic when it is realized 
that very few new distributors had been 
added.” 


“Every moment unforgettable” 
“The flowers, champagne, accommoda- 
tions, food and personnel were tops,” 
says an appliance executive. ““We had 
a perfectly delightful trip and the ar- 
rangements which your organization 
made contributed so greatly to make 
every moment an unforgettable expe- 
rience for all.” 


Cappel, MacDonald & Company / 


Dayton, Ohio... Offices in principal cities, Canada and Europe i 
rom) ALI INCENTIVE PLANS } 
& Mls AMERICAN AIRLINES 


; F PAN AMERICAN 


Featuring Air Travel on... 
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LETTERS TO THE EDITORS 


Will It Be "World's Greatest Exposition Center"? 


takes exception to claim 


Epiror, SALES MEETINGs: 

In your January 4 edition on page 
12, you state that the “new conven 
tion and exhibit hall seems almost a 
certainty,” and the “Authority plans 
the ‘world’s greatest exposition cen 
ter.’ ” 

The Internationa] Amphitheatre, 
which is currently housing the Road 
Show—which occupies 360,000 net 
feet of exhibit space in the Interna- 
tional Amphitheatre’s 585,000 square 
feet of floor space. This exposition is 
is the world’s largest industrial ex- 
position ever held under one roof. 

We stoutly maintain that the In 
ternational Amphitheatre and its ad- 
joining facilities more nearly fits the 
claim ‘world’s greatest exposition 
center” than anything else now being 
planned in Chicago. 

The great Tool Show will occupy 
all space in the International Amphi 
theatre, when it is next held in 1960. 
No other building in America exist- 
ing, or being planned, can house an 
exposition of this size. 

Should more exhibit and conven 
tion space be needed in Chicago, the 
International Amphitheatre stands 
ready to provide it. This great ex- 
position center — built with private 
funds — has been expanded twice in 
three years, and 300,000 square feet 
of exhibit space have been added dur- 
ing this period. 

More hotel rooms are needed if 
Chicago is to greatly expand its expo- 
sition and convention business. Chi 
cago’s many exposition and convention 
halls are currently occupied less than 
30% of the time. 


M. EK. ‘Thayer 


Manager 
International Amphitheatre 
Chicago, III. 


&“World’s greatest exposition cen- 
ter” was Metropolitan Fair and Ex- 
position Authority’s quote, not ours. 


valuable for teachers 
Epiror, SALES MEERTINGs: 

In the January 4, 1957, copy of 
your mazagine there was an article 
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entitled, ““For the Modern Meeting 
Planner: Guide to Stvles. (jroups, 
Methods” by Hugh Gyllenhaal (page 
19), which would be very valuable in 
our teacher training program here at 
Lindsey Hopkins Vocational School. 
May we have your permission to 
photograph and multilith this mate 
rial for our use? It is understood, of 
course, that we will give the proper 
by-line to your magazine and to the 
author who prepared the material. 
John Doughman 
Supervisor 
Teacher Training Service 
Lindsey Hopkins Vocational School 
Miami 32, Fla. 


qualify convention areas 


Eprror, SALES MEETINGS: 

The Convention Facilities Issue 
(November 16, 1956) of SALes 
MEETINGS arrived in the nick of 
time. We have been studying loca 
tions for a national distributor meet 
ing to be held in the fall of 1957 and 
the magazine helped answer mani 
questions we had in mind. 

I don’t know how far your facilitie 
will permit you to go, but if you 
could work out a survey system of 
qualifying convention areas on the 
basis of adequate facilities and serv 
ices, particularly as it applies to hotels 
their rates, accommodations and gen 
eral servic es, it would be a tremendous 
help. In fact, I don’t know whethe: 
you can go this far, but someone cer 
tainly should help big business and 
others who want conventions, not to 
get into the hands of hotels across the 
country whose services and facilitic 
discourage rather than encourage con 
ventions. 


J. F. Knoff 


Vice-President in Charge of Sales 
Chrysler Corporation 

Airtemp Division 

Dayton 1, Ohio 


tents for exhibits 


Eprror, SALES Me&etrine 
Do you have the names of any firn 
offering a rental service on large tent 
(Continued on page 11) 


One good look will tell you.. 


“best buys in sight... | 


a-Lite 


SLIDE AND MOVIE SCREENS 


7 


the world's most complete line of screens . . . 
and the standard by which all others are judged. 


Da-Lite Model B* 
New wall and ceiling screen at a budget 
price! Goes up in seconds. White Magic 
glass-beaded fabric, mildew and flame-re- 
sistant 

30” x 40’ — 72” x 96” 

$15.00 — $70.00 


Da-Lite Motor-Roll* 
Electrically operated, complete with auto- 
matic safety stops! Shipped ready to hang, 
plug in and operate. Unrolls and stops 
automatically! 
6’ x 8 — 12’ x 12’ 
$220.00 — $280.00 


je 


Da-Lite Hilo” 
World's only A-V 
‘Push-Button” screen! 
Can be set from 14° to 
ik” above floor. White 
Magic fabric, mildew 
and flame-resistant' 


50” x 50” — 70°x x70” 
$37.50 — $56.75 


For better, a slides and movies, 
see Da-Lite—from $4.50 to $690.00 


Mail today for free booklet! 


No obligation! 
*Trade Mark 


ee ee -_——— aa 
4 Pertection in Projection Since 1909 ; 
' “ » Da-lite Screen Co, Dept. SM-3 i 
i 2711-23 N. Pulaski Rood ‘ 
i ; Chicage 39, Illinois ' 
! i 
1 Please send me my free booklet! ' 
; Nome 
§ Organization ' 
1 ' 
r Address ' 

' 
} City Zone Stote i 
Ce wwe @ ow ow ow ow oe ow ee eee ——!) 


CJomwerntiom 


Center 


Located between the Buccaneer and Galvez hotels on 
Galveston Island's famous beach. All 3 completely air 
conditioned — outstanding features — check these facts. 


EXHIBIT HALL—Ground Floor 
31,000 square feet. Folding wall to divide space 15,250 and 
15,750 square feet. 200 exhibit booths with rear storage space. 
Auto entrance from street. 
Electrical Service: 110 V, 220 V (30 & 50 amp.), 440 V. Utility 
Boxes: %4” water, %4” natural gas, 2” waste drain. 
2,500 square feet lobby and vestibule. Men’s and ladies’ lounge. 
Check Room. Drug Store. 


AUDITORIUM—Second Floor 
19,480 square feet, 5-level terraced. Capacity: Meetings 3,500, 
Banquets 2,500, 50 Exhibit Booths. Folding wall to divide 
auditorium into two equal areas. 90’ x 50’ stage: Scenery Loft, 
Auto Ramp, 7 Dressing Rooms. Auto and loading ramp 
from street. 
6 private meeting rooms: A, 16x24 B. 16x19 C. 16x15 
D. 31x28 E. 31x22 F. 31x24. 4,900 square feet hardwood 
dance floor, 2 two-way escalators. 
Closed circuit TV facilities—big screen projection, TV and radio 
broadcast facilities projector, public address, tape recorder 
and theatrical lighting. 
Large kitchen adjoining auditorium for quick food service. 
Ample storage space. Lounge and lobby area of 2,900 
square feet. Numerous stairways. 


Ie \eabuatts Medd amvcilioa fidhigje . -- Convenient Centralized Facilities 


Housing for 1,200 delegates in immediate vicinity of Convention Center at the Buccaneer and Galvez hotels. 
Comfortable resort accommodations with TV, radio, swimming pool, miles of beach and year around air con- 
ditioning. Housing on Island for up to 3,000 delegates. For additional information write to Convention Dept., 
Affiliated National Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536. 


For successful meetings — always choose an Affiliated National Hotel. 


ALABAMA NEBRASKA HOTEL BUCCANEER 
WOTEL GALVEZ 


TELEPHONE 
NEW YORK—Murray Hill 66990 
CHICAGO—Mohawk 45100 
WASHINGION—Executive 36481 
GALVESTON— 5.8536 
CLEVELAND—Prospect 1.7827 


MOTEL ADMIRAL SEMMES HOTEL PAXTON Omaha 
WOTEL JEAN LAFITTE 


HOTEL THOMAS JEFFERSON “EW MEXICO CORONADO CORTS 
Birminghom = HOTEL C OVIS Clovis HOTEL PLATA 
WOTEL PLAZA 
OIsTRiCT OF COLUMBIA SOUTH CAROLINA HOTEL LUBBOCK 
HOTEL WASHINGTON Washington “ote WADE HAMPTON Columbic MOTEL FALLS 
HOTEL CACTUS 
INDIANA TEXAS HOTEL MENGER 
yPOO! eereee mores stapwen. #. austes ANGELES COURTS Son Antonio AIR CONDITONED 


HOTEL BROWNWOOD ow nwooe VIRGINIA 


LOUISIANA HOTEL BAKER ellos MOTEL MOUNTAIN LAKE TELEVISION 
New Orlean HOTEL TRAVIS as Meuntoin loke 
New Orleans wOTEL CORTEZ 0 HOTEL MONTICELLO RADIOS 


10 SM/MARCH 1, 1957 


LETTERS 


for housing exhibits? We read some 
thing on this service recently, but we 
are unable to find the publication in 
which it appeared. 

Sertha M. Green 
secretary 
Textile Hall Corporation 
Greenville, S.C. 


> Names of two suppliers in your 
area are being mailed to you. 


Army exhibits, too 


Epiror, SALES MEETINGS: 

We enjoyed reading the article 
“Booth Personnel Pouring Your 
Money Down the Drain?” (page 42) 
by John T. Fosdick, in the January 
4, 1957, issue of SALES MEETINGS, 
and we think the sentiments expressed 
in it would be of value to Army re 
crufting personnel, 

fi herefore, may we please have per 
mission to reprint this article with 
the proper credits in a future issue 
of the Recruiting Journal, the house 
organ of the Army Recruiting Serv 
i¢ e? 


Joe. H. Williams 


I-ditor 

Recruiting Journal 
Department of the Army 
Office of the Adjutant General 
Washington 25, D.C. 


beneficial for members 


Epiror, SALES MEETINGS: 

We have recently received the 
January 4 issue of your fine publica 
tion and in reading through it we 
have been impressed by your article, 
“As a Meeting Planner, You're a 
Lousy Marketing Man!” (As the 
Kditors See It, page 17). We feel 
that this article is one which would 
be beneficial to our members. 

Thus we would appreciate it 1f you 
send us 150 reprints of this article 
for distribution to our members. 

‘To give you a little of the back 
ground or our Association, we are 
made up of some 108 wholesale mill 
work jobbers, with locations in 16 
states in the northern area of the 
country. Our members serve the re 
tail lumber dealers in this area, pro 
viding them with all types of mill 
work and allied products 

Mrs. Jeanne R Campbell 
Staff member 
Northern Sash & Door Jobbers Assn 
Chicago 2, III. 
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Wheels for Your Exhibits! 


@ Yes, arranging for the moving of your exhibit can 
be just as easy as drawing a pair of wheels in the pic- 
ture above, because Mayflower literally puts it on 
wheels. Whether your job is moving your display for 
one appearance, or through a series of showings in 
different cities, Mayflower can do it quickly and eco- 
nomically. The number of vans you need is assigned 
to your tour, and move according to schedule. Packing 
service is available if needed. Because the van can load 
and unload promptly, you can schedule your showings 
during a shorter period of time. Mayflower has long 
and successful experience in transporting exhibits for 
many of the nation’s leading companies. Your local 
Mayflower agent can make all the arrangements for 
you. Send for our informative folder, F-43, entitled, 


“A New Kind of Exhibit Moving Service.” 
AERO MAYFLOWER TRANSIT COMPANY, INC. + Indianapolis, Indiana 


M AERO ; 
ayflower# 


AMERICA’S FINEST LONG-DISTANCE MOVING SERVICE 


The Do’s and Don’‘ts 
of MOVING 


(ummm by Noted Home Consultant 


Bette Somers Malone 


Moving is a serious problem for 
the woman of the house 

She worries about her prized 
possessions—her china, glassware, 
mirrors and fine-finished furni- 
ture... about her rugs, drapes, 
and upholstered things. And if the 
family is moving to a strange City 
she'll be asking herself: “What is 
it like?” “How about schools 
and churches and stores?” 

Having moved millions of fam 
ilies, United Van Lines knows 
Ww hat help a woman needs when 
moving. A woman's help! And to 
fill this need, United offers the 
free advice of a distinguished 
woman moving consultant— Mrs. 
Bette Somers Malone 

With Mrs. Malone's help, your 
move is completely Pre-Planned 


.and carried out to the finest 


detail by United’s Master Movers. 
You are fully advised on modern 
procedures ... how to arrange for 
coverage of your goods in transit 

. what determines the cost of 
your move. And if you want some 
facts about the city you're mov 
ing to, just ask Mrs. Malone. 

If you are planning to move 
soon, write today advising Mrs 
Malone the approximate date, 
where you are moving, how many 
rooms of furniture you have. She 
will send you a Pre-Planned Mov- 
ing Kit containing helpful hints 

. change-of-address cards, carton 
stickers ... any special advice you 
may request. 

Write today ... to Bette Somers 
Malone, Dept. MS, United Van 
Lines, St. Louis 17, Mo. No obliga- 
tion. 


a 
United VAN LINES, INC. 


UNITED VAN LINES (CANADA) LTD 


For Local and Long-Distance Moving, Look Under ‘‘MOVERS” 
in Classified Phone Book for Nearest United Agent 


LETTERS 


has one, wants more 


Epiror, SALES MEETINGS: 

I noted in my recent copy of SALEs 
Meetincs (January 4) and in a re- 
print recently received that the article 
“Rooth Personnel Pouring Your 
Money Down the Drain?” has been 
reprinted. I would like very much to 
have the price on 200 reprints of this 
article for distribution to exhibitors 
in the Paint Industries’ Show. 

C. Homer Flynn 
Executive Secretary 
Federation of Paint & Varnish 

Production Clubs 

Philadelphia 7, Pa. 


P Price is $6.95 for 200 reprints. 


cash in on knowledge 


Eprror, SALES MEETINGS: 

Please rush 30 reprints of ‘“Here’s 
How to Cash In on Sales Meetings,” 
(January 4, 1957, page 47). 

William Rados has done an excel- 
lent job on this subject and we intend 
to cash in on his knowledge at our 
annual sales convention early next 
month, 

D. L. Williams 
General Sales Manager 
The Synkoloid Company 
Los Angeles 63, Calif. 


permission to reprint 
Eprror, SALES MEETINGS: 


In the January 4th issue of your 
magazine, there appeared on page 19, 
an article entitled “Guide to Styles, 
Groups & Methods.” May we have 
your permission to use this material 
for a forthcoming article in our In 
ternational Newsletter in the March 
or April issue. A copy of our publi- 
cation, which goes to each of our 
members, monthly, is attached. 

Of course, appropriate credit would 
be given to your publication. 

We feel that this material is of 
definite use to members of our or 
ganization. 

Dar E. Tisedale 
Executive Secretary 
Systems & Procedures Assn. of 

Ameri a 

Detroit 26, Mich. 


REPRINTS 


For availability and prices of reprinted 
articles In Sales Meetings, write to 
Reader's Service Dept., Sales Meetings, 
1212 Chestnut St., Philadelphia 7, Pa 
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EXCITING INCENTIVE PRIZE FOR 


YOUR SALESMAN’S WHOLE FAMILY! 
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A week or a weekend in the Nation’s Capital... 
stopping at Washington’s famous SHOREHAM HOTEL 


Here’s an inspiring sales incentive to make any 
salesman double his sales effort—a vacation trip 
for his whole family to the Nation’s Capital! 
Three, five or seven days in Washington ... visit 
ing the Capitol, the Washington Monument and 
other national shrines ... and stopping at 
Washington’s most famous hotel, the Shoreham 


One of the world’s beautiful hotels, the Shoreham 
will be headquarters for your prize-winners and 
their families. They'll enjoy the Shoreham’s mag 
nificent park setting... its spacious, air-condi- 
tioned guest rooms ... the excitement of dining 
and dancing in the famous Palladian Room and 
Blue Room—or on the outdoor Terrace, where 
Washington celebrities go for entertainment. 


The Shoreham Hotel 


CONNECTICUT AVE. 
AT CALVERT ST., N. W. 
WASHINGTON, D. C. 
L. Gardner Moore, 
General Manager 

John C. Egan, 

Sales Manager 
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A choice of attractively priced package plans fo: 
families or groups... including accommodations, 
meals, sightseeing and entertainment. Special 
rates for children accommodated in the same 
room as their parents. All rates are surprisingly 
low, to fit your budget and our Incentive Plan 
taff will make al/ arrangements for you. 


Perfect for a weekend or a 3-day prize trip, too. 
Because Washington’s just a quick trip by plane 
or train from most Eastern cities, you can ar 
range delightful short-vacation packages at the 
Shoreham ... at a reasonable cost for hotel 
accommodations and transportation to and from 


Washington. 


MAIL COUPON FOR FULL DETAILS TODAY! 
SHOREHAM HOTEL, Dept. I 


Connecticut Ave. at Calvert St., N. W 
Washington, D. ¢ 


Send information about your ale incentive 
package vacations in Washington 


Name 
Position 
Company 
Addre 


City one State 
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MEETINGS & SHOW NEWS 


Materials Handling Show 15% Bigger 


seventh National Materials Handling Exposi- 
n Convention Hall, Philadelphia, 
April 29-May 3, is expected to top size of last year’s 
how by 15%. With about 250 companies slated 
to participate, show is expected to cover over 100,000 
q. ft 

‘Theme for show will be “Materials Handling, 
Key to Automation.” Show, held in conjunction with 
the conference of the American Material Handling 


ociety, will emphasize systems of materials handling 


tion, to be held 


rather than any particular piece of equipment. 


Auto-Key Making Attracts Crowds 


Attention getter at the Society of Automotive 
Iengineers annual meeting in Detroit, was dupli 
cate auto key service offered by Reynolds Metals 
Company at its display, Visitors to Reynolds’ booth 
were invited to have duplic ates of their car keys 
made, in aluminum to match the interiors of their 
cars. Color anodized aluminum keys emphasized the 
growing use of aluminum in automobiles. 

Keys were actually cut in a separate room up 
stairs by two fair models. Success of the idea has 
prompted Reynolds officials to repeat it at up 


coming conventions 


NAM Features Conventions on TV 


National Association of Manufacturers took a 
look at the convention business in one of its films, 
“Industry on Parade,”’ now being shown on tele 
vision throughout the country. Film, already shown 
more than 360 times, was made at the Chalfonte 
Haddon Hall, Atlantic City, and shows how one 
hotel can be converted for various convention uses. 


11 More Nations in Trade Fair 


Kleven more nations will participate in the United 
States World ‘Trade Fair, for a total of 43, an 
nounces Charles Snitnow, Fair president. Show, 
to be held in the New York Coliseum, April 14-27, 
will feature goods, products and services from all 
over the world. Over 100,000 buyers from North 
and South America are expected to attend the ex 
hibition spread over the entire four floors of the 
Coliseum. Show will be open to the public and is 
expected to attract 1,000,000 visitors. 


Wants Two-Year Festival of West 


Washington State World Fair Commission has 
recommmended that a two-year Festival of the West 
be held in Seattle in 1960 and 1961. Commission, 
headed by Edward EF. Carlson, executive vice-presi 
dent, Western Hotels, Inc., proposed staging the 
Festival between July and October both years. 


14 


More Plastics in Exhibits 


Use of plastics for exhibit materials continues to 
grow. Wellington Sears Co., showing bridal gowns 
at the recent Brides and Bridesmaids Assn. exhibit, 
New York Coliseum, created a summer garden 
setting with “brick” walls and “wrought iron” 
grillwork—all made of plastics. Sides of infor- 
mation booth in center of the exhibit featured the 
white grillwork also. Lightweight plastic is easy 
to install and dismantle, says manufacturer W. L. 
Stensgaard and Associates, Inc., Chicago. 


NOMA Show Expects Sellout 


National Office Equipment and Machinery Ex- 
position, scheduled for Los Angeles’ Shrine Hall, 
May 13-16, had sold 80% of available space when 
the show was four months away, according to man- 
agement officials. Annual exposition, sponsored by 
National Office Management Assn. in conjunction 
with its 38th International Conference for office 
executives, was expected to be an early sellout. 


Lang to Hiead Show Managers 


Rudolph Lang, managing director, National 
Business Show, has been elected president and di 
rector of the Exposition Management Assn., suc- 
ceeding William S$. Orkin, Orkin Expositions. EMA 
is association of trade show managers. 


New Portable Lecterns Introduced 


Two portable lecterns introduced recently should 
prove of value to speakers. “Speakeasy” attaches 
to any microphone stand, says manufacturers, 
George Reuter Organization, Chicago. Made en- 
tirely of aluminum, lectern measures 19 inches by 
13 inches and is flanged at both sides. Counter 
balanced construction eliminates tipping, manufac- 
turer reports. List price is $19.95 with matching 
light available at extra cost. 

“Executive” folding lectern, introduced by De 
troit Lectern Co., Detroit, sells for $39. Lectern 
unfolds for use and folds for storage or carrying. 
Lamp, carrying case, emblems or imprinting of 
names are extra, 


Reactor to Operate at Atomic Show 


International Atomic Exposition, Philadelphia 
Convention Hall, March 11-15, will feature a criti 
cal nuclear reactor in actual operation. Reactor, in 
production at Aerojet-General Nucleonics, has been 
approved for showing without special shielding by 
the Atomic Energy Commission. Event marks first 
time a “critical” reactor has been exhibited with 
exception of U. S. reactor exhibited at Geneva. 


(continued page 16) 
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IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 
Under One all your guests .. . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


R f elevator-riding! 
LOOT eee PLANNED SINGLE-FLOOR CONVENIENCE 


© Over 40,000 square feet of air-conditioned 
Ol ] exhibit space 


© 27 air-conditioned meeting rooms, accommodat- 


e a ing 10 to 2,000 
Exhibits | ps... 


® Exceptional banquet facilities, for functions of 
any size 
on. One @ 1501 redecorated rooms, many air-conditioned 
© Radio in every room — TV in many 
® World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
OOT seafood flown fresh daily from the principal 


rivers, lakes, and oceans of the world. And for 


exceptional food at considerate prices, the smart 
t Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 


Coffee Shop and the Snack Bar provide excellent 


meals quickly 
¢ The Sherman is in the heart of Chicago's shop- 
ping, theater, and financial district 


CHICAGO'S MOST CONVENIENT HOTEL bd Drive-right-in convenience — the only hotel in 


Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive . 
no waiting for delivery when you leave, 


Danny Amico, Vice President and Director of Sales, backed by a 
highly qualified staff, is on hand day and night to attend to all a 
your convention requirements. For help in planning a 
your next convention, phone, wire, or write Danny. 


CHICAGO'S MOST CONVENIENT HOTEL 
° 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 © TELETYPE: CG 1387 
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Conventionally speaking — 


IT’S GREAT AT 
GROSSINGER’S 


It’s exceedingly heartwarming for us to read the 
considerable number of letters we receive from happy 
people who have arranged conventions at Grossinger’s. 

To give you an idea of what we mean, we’ve dipped 
into the file and picked out a letter at random. In part 
it reads: 

“One of the requirements of my work is to attend 
at least twenty-five conventions during the course of 
a year. In doing this, one has the opportunity to ana- 
lyze hotel operations throughout the country. I 
pay you a magnificent tribute. I have never seen any- 
thing to equal the graciousness, charm, and enjoyment 


of Grossinger’s.” 
—Paul E. Burbank 


Vice President 
National Stationery and Office 
Equipment Ass’n. 


Returning for the Third Straight Year 


And here’s 

“After many hours of consideration and discussion 
with our executive staff and sales department and then 
a long series of personal interviews with our dealers, 
we have decided to return for the third consecutive 
year to fabulous Grossinger’s for our annual dealer- 
holiday.” 


a message, we've just received: 


—Sam Bloom 
Merchandising and Advertising 
R.T.A. 
R.C. A. Distributors 
Albany, N. Y. 


FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 


AND OTHER GROUP GATHERINGS 


ADDING ERS 


on Grossinger Lake 
GROSSINGER, N. Y. 

For information, write or call 
IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING & SHOW NEWS continued 


Coliseum Names Andrews Sales Mgr. 


Maxwell I. Andrews has been appointed sales 
manager for the New York Coliseum, announces 
Arthur Smadbeck, president, Coliseum Exhibition 
Corp., operator of the Coliseum. 

Andrews is a former sales executive with Collier’s 
Magazine. 


Non-Food ‘Super’ Show to West Coast 


“Superama” moves to Los Angeles’ Shrine Ex 
position Hall August 25-28 announces Jules Karel, 
exhibit manager of the National Super Market Non- 
Food Exhibit, Inc. 

Show, which features non-food products sold 
through super markets, is being moved to the West 
Coast in an effort to visit major markets in the 
United States, officials say. Previous shows were 
held in Chicago and New York. Approximately 300 
exhibitors are expected to participate this year. 


ASI Show to Return in 1958 


Reports indicate Automotive Service Industries 
show will be on hand in 1958. Motor and Equip- 
ment Manufacturers Assn. and Motor and Equip- 
ment Wholesalers Assn. are reported considering 
reactivating the show, which was postponed indefi- 
nitely in 1955. Since then the associations have held 
their conventions in conjunction with several re- 
gional shows. No time or place has been announced 
yet for the national show. 


Market Kit for Brainstorm Session 


Brainstorming kit, containing everything needed 
to conduct a brainstorming session, according to its 
producers, is now available. Called “Brainstorm 
Kit,” package contains 12 charts, for use with easel 
or with flannel boards, a script, providing narrative 
and activities for running the sessions, a manual 
of procedure and instructions on creative evaluation 
and follow-up, 12 copies of briefing instructions for 
brainstorm panelists and 12 reprints of chapter on 
brainstorming from “Applied Imagination,” by Alex 
I’, Osborn. 

Cost of the kit, including schoolroom bell for the 
leader, is $25 and is available through Creative 
‘Thinking Courses, Inc., 270 Park Avenue, New 
York City. 


Bureau Produces Planning Check List 


New Orleans Convention Bureau is offering a 
convention planner’s check list which lists 153 items 
the meeting planner should consider when making 
arrangements. Items covered include accommoda- 
tions, meeting rooms, meal functions and entertain- 
ment, registration, speakers and publicity. 


SM/MARCH 1, 1957 


THE Magic of Motion catcues HER EYE... 
Modern, Design INVITES HER TO BUY! 


THIS IS THE CRUCIAL MOMENI] the makers of General Electric Telechron clock 
moment of decision. Will the customer say Hed on GARDNER to create this revolving 


Yes” or “No”? All other phases of production display. They wanted the 
nd craftsmanship and th knew 


Phat’s why “sales-power” is so important in « exactly where to ' Let GARDNER solve 


point-of-purchase display That’s why the our exhibit problems. Mail coupon today 
a 


utmost In creative 


ind distribution merely lead up to this instant 


| L loarnonar 
{DISPLAYS 


Yes, | would like to know 
how 3-dimensional merchan- 
DETROIT CHICAGO NEW YORK - 

dising can increase my sales. 
Please send me your booklet 


477 Melwood Street, Pittsburgh 13, Pa 


YOUR CONVENTION [7/7 
HOST FROM eaten 
COAST TO COAST... [ih 


CHATEAU LAURIER rooms THE QUEEN ELIZABETH 1216 JASPER PARK LODGE 650 guests HOTEL VANCOUVER 560 tooms THE MACDONALD 480 rooms— 
Ottawa Ontario { the rooms Montreal, Quebec to Jasper National Park, Alberta Vancouver Brit sh olameia Edmonton, Alberta A sparkling 
y Anes? cated in re early in 1958. A ma " Ope Jur ummet sea . Manes fac lr set new | torey wing. Expanded 
nada spital . t fully air-conditioned Cana phow place f the Canadian { ler t nanaseme t f conve 1 facilitie 
an Wetena Nawey wanes Rocke Jnexcelled convention ’ fian Na 4! Railways and 
pperated m association with snadia Pacific Railway 
Hilton of Canada Ltd port and recreational faciit any 


wa Ree 


a.einige 
—_ 


THE FORT GARRY 26 vom THE BESSBOROUGH 260 rooms THE NOVA SCOTIAN 150 rooms THE CHARLOTTETOWN 110 NEWFOUNDLAND HOTEL 140 
Winnipeg, Manitob Ti Saskatoon, Saskatchewan Halifax, Nova Scotia ver rooms Charlottetown, Prince fooms St. John's, Newfoundiand 
hica { pecially designed and equ looking historic Halifax harbour Edward Isiand the jarden Centrally located in the 
tly ju ed t ! j ped tor all convention require this modern hotel tanks a lg t vince of Canada. Famed capital city of the Province of 
bu j funct ment Canada's best sfood ct ” Newfoundland 


CONVENTION PLANNING SERVICE: 
Select one of Canadian NATIONAL Railways Canadian National’s Convention Bureau has the 


Make your next convention the most successful ever. 


Hotels of Distinction” and enjoy unsurpassed knowledge, experience and facilities to assist 
convention tacilities and recreational attractions, in planning a thoroughly successful convention, 
plus, of course, the very finest in service and Use these advantages to the benefit of your 


iccommodations, organization—Contact:— 


TRAVEL SERVICE 
Canadian National Rathways passenger offices lo A. P. Lait, Manager 
cated in principal cities of the United States and Convention Bureau, 


Canada will save delegates time and trouble by Canadian National Railways 
’ 


completing all travel arrangements. We'll also plan Mentresl, Quebec 


interesting pre convention or post-convention Canada 


Maple Leat Pac kage’ leurs. 


AS THE EDITORS SEE IT 


SALES MEETINGS 
March |, 1957 


Why This Special Issue on Incentive Travel ? 


Nothing in our memory equals the sudden spurt 
of enthusiasm for incentive travel programs. Within 
the last year, incentive travel programs have burst 
forth in such profusion that our researchers can’t 
keep up with the statistics being amassed. 


‘There are so many facets to planning, promoting 
and conducting incentive travel programs, it has 
required almost an entire issue to roundup all that 
is known about the subject. 
literally have spanned the globe to 
bring back on-the-spot reports of programs in prog 


Our editors 
ress—from Paris to Panama. 


Incentive travel in industry is not new. It 
can be traced back more than 25 years. How- 
ever, almost five times as many companies 
have used this promotional and sales tool 
within the last 12 months than in any similar 
period in the past. 


Many pronounced trends in incentive programs 
will be noted in the following articles. One point 
that may Zo unnoticed but that deserves some 
emphasis is the application of incentive travel to 
industrial sales. 


It has been a stock response from industrial sales 
executives for years that incentives could not be 
used because of the nature of industrial sales. “It’s 
not like consumer sales that are made daily,” runs 
the argument. “It takes maybe two years to make 
an important sale on capital goods. ‘There’s no 
special season when you can make a push. One big 
sale can change a man’s dollar volume all out of 
proportion to normal. How can you set a sales 
quota?” 


BUT, here’s something to consider: Out of the 


) »” 


2 sales objectives that we have defined (pages 
3), there are some that snugly fit industrial sales 


aims. 


For instance, sales training programs and 
improved salesmanship can be stimulated 
with a trip reward. Awards can be given for 
combing markets for logical prospects. Trip 
prizes have worked to recruit new salesmen. 
Incentive travel has been used as the means 
to bring district office selling costs into line. 


Claim has been made that there is no busine 
endeavor today that cannot adapt a travel incentive 
program profitably. While we should hesitate to be 
that dogmatic, still, evidence on hand certainly su 
tains that claim. Every conceivable business from 
cemeteries to cake makers, from banks to building 
supplies, are included among incentive trip user 
We even have tracked down use of incentive travel 
to a police department. ‘Irip prize was used to pro 
mote safety. 


There are many reasons why incentive 
travel has grown so big so quickly. Biggest 
reason unquestionably is that it works! 
We've to see a well conceived and carefully 
executed incentive travel program that has 
failed to get substantial results. 


This issue is designed for the old hand at plan 
ning incentive programs who can use some new 
ideas and suggestions; and it is designed for the 
sales executive who has thought about incentive 
travel programs, but needs more information to 
consider it carefully. 


For both the old pro and beginner in incentive 
travel, the articles that follow should prove informa 
tive, provocative and stimulating. 
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LAL wins DUN VOUAGED 


No Peak in Sight for Travel Incentives 


New trends develop: Appliance distributors become more 
important; Small "packages'’ work well; Most incentive 
travel users repeat promotions; Capacity of Americans to 
travel seems limitless; Time away from work no worry. 


Flood tide of incentive travel pro that dealers would respond still to in seems to be limitless. Therein lies the 
grams shows no sign of abating. Each centive trip promotion ? success of incentive travel. No matter 
new peak of activity is followed by a Who would have guessed that al how much traveling a dealer organi 
still greater height. most every user of incentive travel zation or sales force has done, it still 

What makes travel so popular, so would repeat a trip promotion can be stimulated with a travel prize. 
sought after, so stimulating? Answer usually a more ambitious program the One reason a point of diminishing 
today is harder to give than a few second and third time around ? returns has not set in — although in- 
vears ago. Facts defy educated guesses. Who would have guessed that small centive travel is heavy in some fields 

Who would have guessed, for in incentive “‘packages’’ would work so is that imagination and expertness of 
stance, that after just about every well? incentive users shows a growing re- 
appliance company offered free trips, Capacity of Americans for travel sourcefulness. Carefully atuned to 
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to 


interest and desires of trip winners, 
incentive planners keep creating new 
programs that seem irresistible — to 
judge from results. 


Appeal for Everyone 


No question but that a glamorous 
trip to a far off land holds appeal for 
most everyone. But one trend to 
watch is the small incentive package 

trip to nearby area — for a short- 
time sales objective. 

While this trend is still young, it 
has several elements that promise wide 
use. For one thing, almost everyone 
likes the idea of having a little extra 
vacation a week-end at a nearby 
resort, or a few days of show going, 
shopping or sightseeing in the big 
city. 

A week-end package in a nearby 
resort or a few days at a swank metro- 
politan hotel is relatively inexpensive. 
Thus, it can be used as an incentive 
for a small contest almost anytime. 
A cash prize of $100 may have appeal, 
but it couldn’t begin to stack up to 
the sales stimulation of a luxurious 
week-end for husband and wife 
which need not cost more as part of a 
package. 


Distributors Take Over 


Most pronounced trend in incen- 
tive travel field is the present domi- 
nance ot appliance e distributors. Until 
recently, the appliance manufacturer 
developed an incentive travel program 
and tried to enthuse distributors about 
the package. Now, distributors are 
taking over. 

‘Today, many appliance manufac- 
turers are finding resistance to their 
single, incentive package from dis- 
tributors. What distributors want is 
financial cooperation to put on their 
own incentive programs. Distributors 
have been persuasive; manufacturers 
are yielding. 

‘There are several good reasons why 
distributors want to run incentive pro- 
grams: 


1. Selling season: For many prod 
ucts, selling seasons differ in various 
parts of the country. The difference 
of peak months in one area to another 
affects equality in a contest where all 
dealers have the same time deadlines. 


2. Trip preferences: What dealers 
in one part of the country might con 
sider an ideal trip may have little 
appeal to other dealers. Distributors 
feel closer to preferences of dealers 
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and want to develop packages to cater 
to their customers. 


3. Balanced selling: = !istributors 
want to move all their lines. “hey do 
not want one line to suffer because a 
big push is on another. ‘This happens 
when an incentive program is offered 
by a manufacturer of one of the prod 
ucts the distributor carries. “Uhus, 
distributors are starting to create their 
own incentive trip programs to in 
clude all the lines they carry. They 
try to get manufacturers to cooperate 
on financing. More and more manu 
facturers are seeing the distributors’ 
side and going along with this new 
trend. 

While appliance and automotive 
industries account for the lion’s share 
ot large incentive travel movements, 
the list of incentive travel users in 
other fields seems to grow geometri- 
cally. One big reason: It is a small 
investment for a big promotion. 


Introduction Costs Low 


Costs are relatively low to intro 
duce an incentive travel program. 
Your only cash outlay is for your 
kickoff meeting and promotional mail 
ings. It doesn’t cost you a cent for a 
trip until someone earns it. And, 
wher someone earns a trip, the profits 
from his sales should pay for the trip. 

‘There seems to be no hard and fast 
rules for budgeting an incentive travel 
program. Most popular procedure is 
to estimate how much more business 
a sales organization realistically could 
develop with a good incentive. If the 
answer is 5%, 10% or 20% over 
present sales, you then determine what 
this means in profit to the company. 


Next you determine how much of this 
new profit you are willing to share 
with your selling force in the form 
of a luxury trip. 

Another budgeting procedure is t 


determine how many dollars per unit 
you can afford to give toward an in 
centive trip if the unit is moved out 
of season, thus spacing out production 
with resultant savings in manufac 
ture. ‘This method is used widely in 
appliance field. 

After an incentive planner has de 
termined how much he may expect t 
gain and how much of that dollar gain 
he is willing to spend, he has his over 
all budget. This figure is then di 
vided by the number of salesmen o1 
dealers expected to qualify for trip 
Final figure is roughly what you 
should spend lor a single trip. 

Big bonus to incentive user is in 
the increased sales by those who don’t 
qualify for a trip. In effect, it costs 
you nothing for this sales increase as 
all costs are based on number of trip 
winners. 

Most successful incentive trip pro 
grams are combined with lesset prizes 
‘These can be merchandise or smaller 
trips. Experts agree that smalles 
prizes are necessary to stimulate the 
less produc tive salesmen to do bette: 
Thus, if the small producer can earn 
something for extra effort, he has a 
goal within his capabilities 


Prizes Spark Interest 


Small prizes are introduced in an 
incentive travel program to spark in 
terest. For instance, a pair of per 
sonalized cuff links or cigarette lighter 
to the man who shows the best im 
provement during a particular week 
or turns in the biggest sale on a pat 


ABC's OF BUDGETING 


No matter what objective you have outlined for an incentive travel program, 
there is a basic method to determine what price “package” you should consider. 


Below is a simple questionnaire to determine what you should spend. (If your 
objective does not have a sales increase factor in it, eliminate step "A" and 
consider step "B" to be: “How much will the company profit or save by reaching 


objective?") 

A. How large an increase in sales can be expected realistically (considering 
market conditions and salesmen's abilities)\ with a good incentive? . yA 
or $ 


B. How much profit will company earn on this increase? $ 
©. How much of this profit are you willing to share with sales force in form 


of incentive trip? $ 


D. How many men do you expect to qualify for the trip? No. ; 
E. Divide answer "C" by answer "D" and you have a rough estimate of what 
trip package should cost per individual including promotion. 


SURGES hig. eo ae Re i ae 


Trip winners do not resent "commer- 
cials'". They are best salesmen, are in- 
terested in your plans and they like to 


talk shop. 


ticular day, sweetens the contest. This 
helps to reward a man who may not 


be able to win the big prize. 
Combination Incentive Trips 

Incentive trip that shows most 
promise of being with us for a long, 
long time is the combination sales 
meeting and glamor incentive vaca 
tion. It is not new. For years many 
companies have taken their salesmen 
to luxurious spots for meetings. (This 
has been standard practice with most 
insurance companies, ) 

What many incentive users are dis 
covering is that trip winners do not 
resent the commercial aspect 


intro 
, - 


ine session, for in- 
Trip 
the best salesmen, like to talk 


shop and don’t mind some _ business 


talk. 


duction-ot-new 
tance, during incentive trip. 


winners 


Not Taxable Income 


‘There's 
of an incentive meeting, in addition 
A trip to 


a meeting is not taxable income fo 


a mighty practical aspect 
to chance to talk business: 


the salesman or dealer. A straight trip 
with no business is taxable income for 
winners, 

With this double benefit sales 
stimulation of best producers and tax 
benefit to winners incentive meet 
ings should show substantial growth 
over strictly vacation travel. 

Non-group incentive travel is large 
today. ‘Iwo, four or a half dozen 
winners for a contest is quite common. 
A merchandise award contest with a 
travel top prize seems to be replacing 
the wholely merchandise contest. Trips 
seem to have an aura of glamor that 
no product can duplicate. Anybody 
can buy an automobile, but not every 
body goes to Europe. Yet, from the 
contest sponsor's position, the trip to 
Europe is about half the price of an 
automobile. 


Relatively Inexpensive 

Big spur to incentive travel un 
questionably is low cost. Trip pack- 
ages can be developed relatively in- 


expensively. A trip that would cost 


20 


$1,000 retail, can be packaged for just 
a little more than half that price. In 
many instances, trip sponsors actually 
get into the travel business and make 
money (real cash) by selling trips. 
Here’s how this works: 


Set Two Quotas 


You create an incentive program 
and set two quotas—one for husbands 
and a higher quota to include wives. 
Retail value of trip is say $1,000. You 
figure out your costs (promotion, do- 
mestic transportation, transportation 
abroad, hotels, incidentals) and find 
your cost to be roughly $650, based 
on number of winners expected. 

‘To hedge you set the price of a 
trip to winners who want to take their 
didn't reach the higher 
quota, at $750. ‘This is a bargain to 


wives but 


the recipient and leaves you a cash 
reserve for contingencies. 

But here’s what usually happens: 
Because more people are included on 
the trip, your unit cost for trip goes 
down. Soon you find that instead of 
an estimated $650 cost to you, you 
may be putting out only $630 or $620. 
‘Thus, you can make over $100 cash 
on every trip you sell. Sell enough 
trips and your original promotion cost 
is paid. 


Stroke of Luck 


Few trip sponsors talk about this 
aspect of staging trips, but many sharp 
planners have it in mind. Often spon- 
sors who don’t plan to make a profit 
on the sale of trips do so because of a 
stroke of luck. For instance, a charter 
of a plane or ship which was not con 
sidered originally might prove prac- 
tical. “he charter may save quite a 
bit and result in a sizable profit on 


the trips sold by the sponsor. This is 
particularly true on overseas flights 
where biggest savings come in charter 


arrangements. 
Big Fear Dispelled 


One fear of incentive trip planners 
seems to be dispelled with experience. 
Many worried that taking their best 
producers away for a week or two 
would be detrimental to the com- 
pany’s best interest. In practice, it 
doesn’t seem to work that way. Rea- 
son? Your best producers work so 
hard before they leave — to earn the 
trip — and come back so refreshed 
and full of vigor, total sales gains 
before and after more than make up 
for the time away from the job. 


Incentive Trip Advantages 


What are the advantages of travel 
as an incentive that experts talk about 


most: 


1. Everyone loves a vacation. 

2. Travel develops prestige 
builds morale. 

3. Incentive programs pay tor 
themselves. 

4. Trips are glamorous and excit- 
ing-——easy to promote. 

5. Travel is 
healthful. 

6. There is a never-ending variety 
of trips from which to choose. 

7. Travel is talked about during 
and long after the contest. 


educational and 


8. Wives are big boosters with a 
vacation at stake. 

9. There’s little let-down after the 
trip — winners return refreshed and 
enthusiastic. 

10. Incentive trips are tax-deduc 
tible expenses for sponsoring company. 

11. Your best producers have op- 
portunity to mingle, compare notes 
and stimulate each other. 

12. Wives have opportunity to talk 
to each other and realize that their 
husbands’ time away from home and 
other activities are not unique — that 
other wives must adjust to same prob- 
lems. 


The End 
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They don't talk about it, but many trip 
sponsors make money by selling trips 
for less than their cost as part of travel 


package. 
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First three steps for any incentive travel program: 


|. Clearly define your objective or objectives. 


2. Determine dollar value to company if objectives are met. 


3. Select method of reward to motivate average man. 


22: sales objec- 
tives that can be accomplished with 
travel as a reward. These clearly de- 
fined goals cover stimulation of your 


There are at least 


own salesmen, representatives, dis 
tributors and their salesmen, dealers, 
and non-sales employes as well. 
Incentive travel campaigns often 
combine two or more objectives and 
may have separate goals for various 
segments of your marketing organiza- 
tion. For instance, in one campaign 
you may set a goal of increasing re- 
tail volume with an incentive trip for 
dealers, adding new dealers with an 
incentive trip for your distributors 
and/or their salesmen, and moving 
merchandise out of season with an 
incentive trip for your own salesmen. 


Steps to Follow 


Logical start for any incentive cam 
paign is to select the goal or goals you 
want to reach. Second step is to de 
termine the dollar value to your com 
pany for accomplishing objectives. 
With this dollar evaluation you then 
can determine an overall budget for 
your incentive campaign. 

Third step is to analyze the method 
of reward which you can use to stimu- 
late those who can help you attain 
your goals. 

You may establish sales objectives 
not listed among the 22 given here. 
In addition, your company may use 
incentive travel successfully to reach 
goals in departments other than sales. 


Other Uses 


Travel prizes can be used to pro 
mote safety in your plant, reduce 
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absenteeism and tardiness, decrease 
rejects, and promote courtesy among 
employes who come in contact with 
the public. Goals may vary from re 
duction of insurance rates to securing 
profitable ideas from suggestion sys- 
tems, 

No matter the purpose to which 
your incentive travel campaign is put, 
your most important initial task is to 
clearly define objectives. From this 
start all other activities follow in 
logical order. 


Aim for Middle Group 


In every sales program, your aim 
should be to motivate the average 
salesman, average distributor or aver- 
age dealer. Objectives should be 
geared to get results from the great 
middle body of your marketing team. 
The few men at the top need little 
stimulation to get peak performance. 
Those at the bottom can be moved 
little to show outstanding perform- 
ance. It is the large group in the 
middle brackets that has the potential 
to improve dramatically, and all ob 
jectives should be chosen with this 
group in mind. Not only does the 
middle group have the best potential 
for attaining higher goals, it is by far 


22 Sales Campaigns 
With Travel Rewards 


your largest segment in numbers and 
in possible dollar returns. 

Thus, vour method of reward 
should aim to stimulate your average 
man. Make goals too difficult for 
him and your campaign is foredoomed 
to a race between your few top per- 
formers and demoralization of the 
bulk of your sales team. 

Not all methods of rewarding those 
who reach established goals are listed 
here. ‘These are suggestions of the 
most popular methods used with each 
objective. Many methods can be used 
with almost all objectives. For in 
stance, inclusion of wives on a trip 
can be a part of inducing extra eftort 
with almost any incentive campaign. 


Two Different Approaches 


Rewards of trips can be planned so 
that any number can qualify or they 
can be limited to a predetermined 
number of winners. There are advan 
tages and disadvantages of each meth 
od. 

If a predetermined number can 
win, it is possible that your middle 
group will be less stimulated because 
of natural advantages possessed by 
top producers. Also, if contest does 
not produce as much as you anticipate, 
you are saddled with the same expense 
as though your contest exceeded ex 
pectation. 

Most advantages for overall moti 
vation lies with a plan that allows an 
undetermined number to qualify. Dis 
advantage of this plan is that a huge 
success may tax facilities arranged for 
your group. However, this disadvan- 
tage is more than outweighed by po- 
tential returns from your campaign. 

The End 


ever before: 


Limited Application for Incentive Travel? 


Incentive travel is being used to move every conceivable product and 
service. From bottle caps to cemetery lots, sales increase with incentive 
travel rewards. Here are a few industries that are using more travel than 


Building and metal products, chemicals, textiles, wood products, food 
products, heavy machinery, publications, plastics, oil. 


2! 
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YOUR OBJECTIVE 


1. Increase Dollar Volume 


2. Stimulate More Orders 


3. Increase Sales Calls 


4. Build Higher Unit Sales 


5. Add Customers 


6. Secure Prospects 


7. Build Off-Season Business 


22 Ways Sales Execs 


METHOD OF REWARD 


Trip to salesmen who reach quota (based on percentage) of increase 
over previous period. 


Two quotas with trip to salesman who reaches first quota and trip 
to include wife if he reaches second quota. 


Several trips with top producers awarded trip to most distant place. 
Runners-up go on less expensive trip. 


Points for each $1 of sales. Fixed number of men win trip who have 
most points. 


Lottery ticket to each man for each $1, $5, $50, etc., unit of sales. 
Drawing of tickets selects fixed number of winners. 


Trip for all salesmen who pass quota of orders. 


Points for each order with fixed number of trips to men with most 
points. 


Lottery ticket for each order with drawing for fixed number of 
winners. 


per to men who make most demonstrations and/or complete most 
call reports. 


Trips to all who make quota of calls and demonstrations. Take wives 
if reach additional quota. 


Lottery for men who make prescribed number of calls and demon- 
strations. 


Points for dollar or unit volume over average sale (based on past 
averages) with trips to men who make best showing. 


Reach quota of new customers to earn trip. Men who add most 
customers earn trip. Several trips with best trips to top producers. 


Points toward trip for each new customer with bonus points for target 
accounts, 


Points toward trip for each new prospect with additional points for 
each prospect that becomes customer within a specified period. 


Dollar or unit-volume quota to earn trip during slow months. 


Two quotas: first for salesman and/or dealers; second includes wives 
on trip. 


Trips to distributor men or your salesmen who qualify quota of 
dealers for trip. 
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all 


“ 


Use Incentive Travel 


METHOD OF REWARD 


Points awarded for sale of slow-moving stocks with trips for biggest 
point getters. 


Trips to men who maintain best sales record with selling entire line 
during specified time. 


Trip to non-selling employes who turn in most leads with added 
points toward trip for each prospect that becomes customer. 


Points toward trip for best sales record with new product. 


Trip to men who reach quota of customers who buy new product. 


Trip to salesmen for placing quota of displays. 


Trips to salesmen who get most dealers to tie-in with national adver- 
tising campaign. 


Trips to multi-line representatives who increase volume of your 
products. 


Trips to salesmen who re-activate most old accounts. 


Trips for greatest seles volume from formerly dead accounts. 


Points toward trip for salesmen who switch users or owners of com- 
petitive product to yours. 


Trips to salesmen who score best when graded by professional 
shopper. 


Trips to salesmen who score best on examinations after training 
period. 


Trip to regional and district managers who set best record of sales 
to selling-cost ratio. 


Trips to salesmen with best carload or multiple sales record, 


Points toward trip for best record of tie-in product sales. 


Annual trip for salesmen who reach sales quota. 


Trip to employes who recommend most applicants who are accept- 
able. 
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YOUR OBJECTIVE 


9. 


11. 


12. 


13. 


14. 


15. 


16. 


17. 


19. 


20. 


21. 


22. 


Push Slow Items 


Stimulate Balanced 
Selling 


Leads from Non-Selling 
Employes 


Introduce New Product 


Increase Use of Displays 


Stimulate Dealer Tie-Ins 


Stimulate 
Representatives 


Revive Dead Accounts 


Switch Users 
to Your Brand 


Improve Salesmanship 


Intensify Training 


Reduce Costs 


Build Multiple Sales 


Lower Salesman 
Turnover 


Recruit Salesmen 
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Pour etting quotas 18 a number 


In the list of objec tives 
2) 


one problen 
ind method of reward (page 22), you 
vill note that most rewards are based 
on fulfilling quotas. On the wisdon 
0 you! etting quotas depends to a 
great measure the success Of your 
ampaign 


Iwo criteria should be used in set 


1. Is quota realistic? (Cuotas that 


ire too low not unheard ot do not 


timulate salesmen to peak perform 
mice and do not reap the full benefits 
in incentive program might enyoy \ 
too-low quota generally occurs, if at 


ill, with the introduction of a new 


product ometimes pessimism ove! 
hadows the realistic appraisal of the 
market for a new product and low 
quotas are set to the detriment of the 
COMpany 


Most often 


tically high for the average salesman 


quotas are unrealis 
If a quota seems out of reach for the 
iverayge alesman he will make littl 
effort toward earning a trip. It i 
often best, therefore, to have a lower 
priced trip which more can earn than 
in ultra-glamorous vacation for which 


few could reasonably qualify 


2. Are quotas fair? Unless nearly 
everyone | atisfied that quotas are 
et equitably, you have something less 
than a successful incentive travel cam 
paign \ man will seldom do his best 
if he feels that many “contestants”’ 
have an advantage over him in reach 
ing a goal I herefore quotas are 
best set when these elements are con 


ile r¢ d 


Territories: You can’t set the same 
quota for all territories when there 
ire disproportionate potentials in each 
and expect uniform attainment by all 


alesmen. Sometimes we are willing 


to sacrifice this point in order to 
stimulate most dealers, distributors 
and salesmen in our areas of greatest 
concentration of business. ‘Thus, we 
may have to sacrifice a small per 
centage of dealers, for instance, in a 
low volume area in order to gain 
maximum returns from the bulk of 
dealers. Wherever possible, quotas 


should be weighed on the basis of 


24 


QUOTAS 


and how to set them 


territory potential. A man who sells 
SU units in a poor territory may have 
to work twice as hard as a man who 
sells 300 in a good area for your 
product. 


Accounts: A man with high-volume 
accounts should not be pitted against 
a man with small customers on the 
basis of total volume. A _ standard 
high quota will discourage the latte: 
and may not sufficiently stimulate the 
forme! 


Experience: Newer men cannot be 
expected to have the same success as 
older hands with the same quota. This 
is particularly important when only 
top producers earn trips. 

How do we reach equitable quotas? 
It is best to establish goals based on 
past performance. Wherever possible 
set a quota which makes each man 
compete with his previous record in 
stead of with those in a more advan 
tageous position. Generally accepted 
method is to base quotas on a per- 
centage of sales over a comparable 
period to that selected for your cam 
paign, 

Thus, if your aim is to increase 
overall sales by 10%, it is a safe bet 
to set quotas for each man at 10% 
or a little more based on his own sales 
record. ‘This stimulates everyone to 
better performance, 

One way to trap yourself into an 
unrealistic quota is to select a site for 
your trip first and then set a quota 
to derive the dollar return to pay for 
such a trip. A european trip might 
be a glamorous package to promote, 
but if you have to set an unrealis 
tically high quota to pay for it, you 
defeat your purpose; you eliminate 
the average producers from whom 
you may expect your best returns in 
Make your trip fit 
your quota instead of the other way 
around, 


dollar volume. 


A big advantage to any incentive 
campaign is to have intermittent 
bonuses. For instance, during a cam 
paign to build higher unit sales, you 
may offer bonus points or gifts for 
sale of a slow item during a par 
ticular month of the contest. Another 
bonus method is to make the quota 
lower during a slack period and 


progressively higher as your majot 
selling season approaches. 

As an added spark, you can offer 
double particular 
week for each sale, or give bonus 
points or gift to the week’s high man 
period. Do not, 


points during a 


during a_ contest 
however, incorporate too many bonus 
ideas into a campaign or it may con 
fuse participants or redirect your cam- 
paign from its major objectives. 

When setting quotas for dealers 
be realistic about credit. You can’t 
expect a dealer to tie up all his cash 
reserves in a dealer loading campaign. 
If you want to move your merchan 
dise through dealer loading, make 
sure some method of credit extension 
is included in your program. 

Wise manufacturers often give 
dealers an opportunity to return mer 
chandise that is ordered on the basis 
of incentive stimulation, but which 
they cannot sell. “This removes any 
objections by dealers to deter them 
from entering such a program. If 
your quota is realistic, the amount of 
returned merchandise generally will 
not be excessive. 

A good rule to follow in any in 
centive program is to make the base 
as wide as possible. Include as many 
different types of people in a program 
as possible with realistic quotas. To 
stimulate dealers is fine, but, if at 
the same time you can motivate dis- 
tributors, their salesmen, your sales- 
men, and even your service organiza 
tion, you have that much more mo- 
mentum and enthusiasm engendered. 

Rule of thumb for any quota is 
this: Can the average man in the or 
ganization attain it with added effort 
that is realistic in light of his capa- 
bilities ? The End 
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WISE MEN USE UNITED’S “PERFECT HOST” 
GROUP TOURS TO SPARK INCENTIVE PROGRAMS! 


You're the most talked-about fellow in the company when you 
choose United Air Lines Air Travel Prizes 


You'll take all the bows—but United and its selected travel 
experts will do all the work. Your group will get Red Carpet 
treatment all the way Tips, meals, luggage, reservations 
entertainment — everything —are all smoothly taken care of 
Relax —enjoy yourself! V.I.P. Vacations (Vacations Individ 
ually Planned), or “Perfect Host” group travel arrangement 


at your disposal 
How do you do all this? It’s easy. Here’s how 


1 Call your nearest United office. Ask for the Incentive Plans 
Representative (Or mail the coupon on this page now.) 
United’s long, successful experience as a leader in incentive 


program planning is at your disposal 


2 Whatever your business, whatever you want your incentive 
program to do, United will help choose the travel incentive 
to make your goal easy to reach. Want to boost sales? Or 
4 ¢ There’s a right United Air Travel 
Prize for any incentive target 


morale Get new business 


3 Who should take part’ You can get United's help in choo 


ing just the right group of participants to meet your goal 


4 When? Timing is important. You choose the time—United 


has a wide selection of year-round tout 


5 Where? Hawaii Las Vega 


- 


New York? 


That's easy to answer, too— United will arrange your group 


California 


tour to any vacation spot in the world. United Air Travel 
Prizes are flexible adaptable 


6 What else? You'll get color folder ound movie help on 
that vital kick-off meeting to fire up enthusiasm. Carefully 
selected ightseeing idle trips to your peciheation i you 
like. Details that mean so much — corsages, special dinner 
night clubbing Ul arranged through Unites travel expert 


7 All thi plus the excitement and fun of luxurious travel on 
United’s de luxe, extra-comfortable Maintiner 


And youll get all the eredit! Don’t wait—eall United 
or mail the coupon now! Can't you see yourself now— with 
our travel prize-winning group at that popular resort you ve 
alwa wanted to go back to7*” 


* he 


‘ w y A i 
- —— ———- 

j J. J. Dierssen, Manager of Incentive Sale 

| UNITED AIR LINES, 36 S. Wabash Avenue, Chicago 3, Illinois 

| 

| Yes! I'm interested! Please send f details about 

| K ilt-y | nited Air | ine Nir Ira el Prize for incentive progran 

| ( ! nd of “Perfect Host” group travel arrangement 

Vi Tit 
, or p Sir 
| Cur Lor t 
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How to Create a Theme 


Eight possible elements to consider when developing a 


theme for your incentive program. Entire campaign must 


hang on the theme; hence, imagination should be applied. 
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earted talk mony \ ! ale 
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of these ele 
Are clever 
Excite imagination 
Indicate a challenge 

Can be dramatized 

Get attention 

Are light and lively 
Suggest luxury 

Tie in with sales objective 
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55 Theme 


Be a Buccaneer 
Make a Record 

Play Ball 

Big Reward 

Beat the Bushes 

. Sales Magic 

. Millionaire's Holiday 
. Mystery Weekend 

. Selling Spree 

. Farming for Futures 
. Get on the Bandwagon 
. Corner the Market 

. Kentucky Derby 

. Springtime in Paris 

. ‘Round the World 

. Sales Carnival 

. Sell-ebration 
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of mailing pieces, A sales circus 
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artwork and layout 


horse-race theme 
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your direct mail to partici 


tor 
pant 
Often asl 


ight twist on 


your adve 


will make a serviceable 


Way to develop a the me 


a brainstorming session ot 


“ people in the company with 


Ideas 


. Be a High Fiyer 

. Man Hunt 

. Gold Rush 

. Ring the Bell 

. Shooting for the Moon 
. Sales Safari 

. Roman Holiday 

. Winnerama 

. Sales Sleuth 

. Line Drive 

. Break Par 

. Hit the Bullseye 

. Selling Jamboree 

. Championship Race 
. Do-It-Yourself 

. Going Places 

. Bear Hunt 


in aim toward creating aS many 
theme ideas as possible. Swifting from 
numerous suggestions, you generally 
can come up with one that will stand 
the test. 
your objective is to reactivate 
dead accounts, even the oldy, “ 


I'm Back Alive,” 


produce good results. It allows jungle 


sring 
is not too worn to 
atmosphere and props to be used 
liberally in kickoff promotions and 
during the campaign. 

“Open the Door and Travel” has 
several good elements for an incentive 
campaign with a goal to get new pros 
It suggests the action salesmen 
must take 


the reward. 


pects. 
open doors—and promises 
If wives are to be included in an 
incentive trip, it often helps to set up 
a secondary slogan to tie in with the 
main theme. “The theme for the wife 
should suggest that she stimulate and 
help her husband earn the trip for 
both of them. While your theme for 
Sreak Par” golf 
with objective to beat a sales 


salesmen may be “ 
motit 
quota your theme for special pro 


motion to wives may be “Caddy for 
a Champion.” 

list contains both 
themes and subjects that lend them 


The 


not designed to give you the 


Accompanying 


selves to theme development. 
list is 
heme for a specific incentive pro 


gram but to give you a jumping off 
place in creating a theme tailored to 
objectives and re 


your campaign 


wards 


. The Big Payoff 

. Mexico Fiesta 

. Selling “Bee” 

. Sales Round-up 

. Five-Alarm Fire 

. Quota Makers 

. Let's Cook up a Sale 

. Big Bonus 

. Mountain Climber 

. Winner's Wonderland 
. Sales Circus 

. Minute Men 

. World Series 

. Take Off on Rocket Ship 
. Chart the New Course 
. Be a Touchdown Hero 
. Sky Raiders 

. Canadian Caper 

. Bring in « Gusher 

. Big Birthday Party 

. Heavyweight Championship 
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Announcing —— 


A completely New Kind of 


Sales Incentive Package Plan 


¢ SAVES YOU TIME 
¢ SAVES YOU MONEY 


Our experienced staff of sales incentive 
experts conceives, plans, executes 
every possible detail of your campaign 


from start to finish. 


America’s Leading Convention Resort Hotel 
HOLLYWOOD.BY-THE-SEA, FLORIDA 


When planning an incentive campaign, 
don't do-it-yourself —- let HBH experts do it for you! 


We Relieve You of All These Details 


e Preparation of pre-convention “build-up” mailings 
letters, brochures, ete. 


Arrangements for rooms, meals, meeting halls, movie 
projectors, sound equipment, ete 


Planning, scheduling and supervision of complete en 
tertainment program cocktail parties, banquets, golf 
tournaments, deep sea fishing, Jai Alai, horse racing, 
dog track, ete 


e Publicity “home town” and national 


e Package Plan even covers all such minor details a 
identification badges, banners, streamers, souvenirs, ete 


FREE BOOK “Must” reading for the busy executive 
who is planning a sales incentive campaign a valuable 
book, “1001 Ways to Run a More Effective Incentive Cam 
paign With Less Work.” No obligation. Mail Coupon today 


PF SSS SSS SSS SSS SSS SSS SS SSS SSSeaeaaeananaaaen 
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Mr. John A. Monahan, National Sales Manager 
Hollywood Beach Hotel, Hollywood-by-the-Sea, Florida 


Please send me for my files your FREE book, "100! Ways to Run a 
More Effective Incentive Campaign With Less Work 


* 
m\ 
ae 3 


Please have Special Representative call on me, without obligatio 


NAME 


The only hotel-owned private 18-hole championship 
course in Miami Beach area. 


COMPANY 
ADDRESS 
CITY ZONE 


Hollywood Beach Hotel 
Attn, John A. Monahan, Notional Sales Manager 
Hollywood-by-the-Sea, Florida 
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From New York to Hong Kong... 


TEN “prize package’ 


to fit any sales 


WASHINGTON MONTANA DUDE 


RANCHES 


NEW YORK BANFF « LAKE LOUISE 


Read what Northwest Airventure Incentive users say... 


“In the TV and appliance business, we ex- 
perience tough competition. ‘To spur our dealers 
on to harder effort, substantial incentives are 
necessary. We've found that travel prizes are 
the best . we use Northwest Airventures 
exclusively.”’ 


John E. Amberg, Admiral Distributor, 
Seattle, Washington 


“Northwest’s Hawaiian Airventure really 
sparked the men’s imaginations and kept them 
plugging right up to the finish. I would cer- 
tainly recommend it to anyone planning a 
major incentive program.” 


Walter Meserole, Merchandising Manager, 
Rainier Beer 


“We are sure that the prospect of a trip on 
Northwest Orient Airlines had much to do 
with the success of a recent circulation drive 
among our carriers. The appeal of the grand 
prize usually controls the success of any com- 
petition.” 


Charles D. Collins, Travel Editor, 
Milwaukee Sentinel 


“A Northwest Airventure to Hawaii was used 
as the first prize at our Hawaiian Festival. The 
Festival was a great success and I feel that 
the idea of an Airventure as a prize helped 
considerably to make it so.” 


Rev. Emery J. Blanchard, Our Lady of 
Fatima Parish, Seattle, Washington 
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destinations 


incentive budget 


Ce a 
"eer 


cette. ntl 


RATE BME oo — 


YELLOWSTONE PACIFIC NORTHWEST 


113 Northwest Airventure 
Incentive experts are ready to 
help you with your sales or 
production problems. They'll 
assist you with the general 
planning of your incentive 
program...suggest promotional 
aids...show you how to get 
record-breaking results ...even 
handle all travel, hotel and 
tour arrangements 


ALASKA 


MAIL THIS COUPON TODAY FOR COMPLETE INFORMATION 
ABOUT NORTHWEST AIRVENTURE INCENTIVES 


Vice President, Sales 
Northwest Orient Airlines 
1885 University Ave., St. Paul, Minn 


Please send me information about Northwest's Airventure 
Incentives 


Name 
Title 
Company 


Address 


31 Years of Superior Airmanship 


NORTHWEST Overt AIRLINES 
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Kickoff meeting planner for 
an incentive travel program 
should explore 8 important 


activities and take each of 


these 10 necessary steps 


BY ERIC W. DAHL 
Senior Vice-President and 
Director of Sales 
Belnap & Thompson, Inc. 


Three elements that contribute 
most to the success of an incentive 
travel program are: 

1. A fair proposition—fair reward 
for extra eftort. 

2. A kickoff meeting to dramatize 
the reward. 

3. Imaginative follow-up mailings 
or follow-up meetings to sustain ex 
citement. 

Obviously, there are many other in 
gredients in any successful incentive 
program. However, most successful 
travel programs almost invariably in 
clude these three elements. 

It would be difhcult to overem 


RECENT KICKOFF MEETING for "'Selling 
Circus” incentive travel program shows how 
costumes and room decorations were used 
to lend circus atmosphere to meeting room. 
Posters and pennants were secured from 
circus. Coats, straw hats, canes and cos- 
tumes were rented from a theatrical cos 
tume house. Most elaborate prop was a 
ton of sawdust scattered over the floor. 
"It was the sawdust,” says one wife, ‘that 
made all this make-believe seem real." 
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" 
For your sales meetings or sales incentive plans- 


DISCOVER THE ADVANTAGES OF 


BERMUDA 


_ — 
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— ne, 
_ —, 
—_ — 
eee eae 


—_ 
~——n 
= 


“n 


More than just a “convention location,” Bermuda 
is a short trip to a real experience, and one long to 
he remembered. Because of its unique charm and 
decidedly different atmosphere, some people call it 


“the little trip abroad.” 


For work—and play—Conditions for work are 
ideal, with fewer “state-side” interruptions, greater 
chance for concentration. And there are the most 
wonderful facilities for recreation and sports during 
the hours of relaxation. Bermuda is famous for golf, 
deep-sea fishing, swimming and sailing... in a semi- 
tropical landscape, under the bluest skies, in the 


balmiest of weather. Its restaurants and cocktail 


For more detailed 


lounges are noted for good food and entertainment. 


By sea or by air— Bermuda is nearer and easier to 
reach than many locations in the United States .. . 
just a weekend trip on an ocean liner... Or you can 


be there in a few short hours by luxury airliner. 


Accommodations — Accommodations for small 
groups (up to 200) are the finest, and provide lux 


urious comfort with warm hospitality. 


Meetings in Bermuda offer inspiration... new zest 


They have helped many companies get their sales 


programs off to zooming starts and kept them moy 


ing ahead to better and better figures. 


information, write to 


THE BERMUDA TRADE DEVELOPMENT BOARD 
620 Fifth Avenue, New Y ork, N. 
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ze ti nportance of the kick ect of mass | hology on par 
{t eetir It the po of peak pant 
eme ( f Once a man has put on a paper hat 
| De ciDOW vith others like I 
ernie ( 0 il la ighed | heere id 
Kon ee f re ny ( ed vhoopec he has put h 
‘ ye e¢ } hd ol ppro il on the progran 
I c } ( ective B he nple i 
participating he has accepted the 
M P plan and ibconsciously ommiutted 
ass Psychology imself to boosting it. 
Ihe essful kickoff meeting 
I here iT eason why ¢ heretore good theater. It has 
perience ( ivel ponsors in ima ispense, pace, excitement and 
t ei Koll meeting a | omed' Just iS a stor line eS 


MAKE YOUR NEXT SALES CONFERENCE 


for the best sales incentive program you / 


have ever held; for top attendance at na 


tional, regional or district conventions; 
for more enthusiasm at any get together 
charter one of the big Great Lakes 8 . 
“ruise ships—S.S. NORTH AMERICAN al -4- ration 
or 5.S. SOUTH AMERICAN * 
Here's a perfect background for a 
sales meeting or reward celebration. 
Here's an opportunity for a LOO cap- ... On | 
tive audience for meetings with ship 
board ac tivities tor wive s during sessions 
Available for complete charter (as GREAT LAKES 
short as as many as 12 days) during 
May, June and September smaller 


groups during July and August A staff CRUISE PARTY 
experienced in convenuon and incentive : 
planning ready to serve you, Write for { - 


special literature 


py Twenly fifth lanive ir * ey 
BUCKEYE UNION INSURANCE 


a 


7 REASONS WHY 
CONVENTION 
CRUISES 
ARE SO 
SUCCESSFUL 


. LEAVING FROM MID-WEST PORTS MEANS A MINIMUM OF 
TRANSPORTATION FROM HOME TOWN TO THE STARTING POINT 


Write TODAY to: GEORGIAN BAY LINE 


N. L. CHINNOCK HERB STICKLE W.R. WINGATE 
Foot of Woodward Ave M. L. MURPHY Foot of E. 9th St. 
Detroit 26, Michigan 118 W. Monroe St. Cleveland 14, Ohio 
Tel.: WO 3-6760 Chicago 3, Illinois Tel.: TO 1-2155 
Tel.: RA 6-2960 
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ential in a play, so a theme is vital 
ess of a kickoff meeting. 
Like in any good sales meeting, 
1 show—a show in which the audi 
nce is encouraged to participate. But 


s a show with a specific, limited 
bjective—to generate enthusiasm for, 
nterest in and acceptance of the in 


entive program 
? 


Moreover 
| shed 


' 


among participants. 
his goal must be accom 


in a limited period of time. 
Special Sales Meeting 


‘Thus, your incentive travel kickoff 
meeting is a special type of sales meet 
ing, and is most successful when it is 
treated as such. Whether the kickoff 
meeting is designed for 10 people or 
a thousand, there are a number of 
factors that should be explored during 
the planning period. Not all of them 
will be incorporated in every meeting, 
o! 
sider 


course, but it is advisable to con- 
them. Here 


points: 


is 


a list of eight 
important 


of 


number 


1. Selection meeting hall: 
‘There of factors that 
should be considered in the selection 
of a hall for your kickoff meeting. It 
should o! 


are a 


course, be the proper size 


PLAN YOUR 


SALES CONFAB 


R YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


| 
| 
| 
| 


CONVENTION BUREAU 


NEVADA 


CHAMBER OF COMMERCE 
* * 
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large enough for the number of 
people who will be present, but small 
enough so that people who attend will 
find it easy *t acquainted. 


Off Company Property 


Where 


should be 


possible, kickoff 
held away 
It is difficult 
istain a party atmosphere in a build 


meetings 
trom company 
property. to create and 
ng whose pring ipal function is trans 
iction of business. ‘here are excep 
tions, of course, but most experienc ed 
kickoft meeting planners preter to se 
lect 
or distributor 

} 


nose 


a spot where the salesman, dealet 


seldom goes—a_ place 
name or location suggests Tun 
ind entertainment. 

It also is desirable to select a meet 
ing spot to which the kickoff meeting 


The hall 


advance 


committee will have ACCESS, 
should 


ot the 


well in 
allow 


be decorated 
meeting, to time for 


handling any unforseen emergencies. 
[Last-minute decorating seldom is com 
pletely satistactory. 

and preparation: 
travel pro 
the kickoff 


place tor 


life. A 


2. Decoration 


Every good incentive 
and 


time and 


theme 
the 
theme to 


gram has a 
meeting 1s 


bringing the good 


GIFT PROBLEM SOLVED 
FOR ANY OCCASION 


For that important but 


hifficult customer 


lient or friend who 


has everything 


Real everlasting 
Hawaiian 


Woodroses . 


Beautiful burnished brown and beige ‘“‘conversation 
pleces’’ to match any office or home furnishings 
Hawalian Woodroses in exotic arrangements with Uki 
grass and fascinating South Sea foliage. Will last 
indefinitely. Firmly mounted on genuine Hawaiian 
Monkey Pod base—10” wide, 12” high. South Sea 
gift packed—Postpaid $6.95° 
“king size 
Palm 


Special 
in Luau 


Woodrose arrangements mounted 
Trays—21” wide $14.95* 


LUAU PALM TRAYS 


with real 
Hawallas 
W oodroses 


sheaths, hand rubbed 
Real collectors items 


Beautiful 21 inch coco palm 
to a natural satin-smooth finish 
No two alike, Last indefinitely. Ideal for desk, 
coffee or dining table, shelves, etc. South Sea gift 
packed, including 3 real Hawaiian Woodroses. Post- 
paid . acuns = — = $4.95* 


*Special discounts on quantity orders. 


flowers of Prawait 


SM-1, 670 S$. LeFayette Pork Place 
Los Angeles 57, Calif. 


Dept. 
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and 
‘| heretore, 


the objec tive 


reward. 


theme pinpoints 
the 


decorations should be selected to help 


spotlights 


dramatize the theme. 

For exainple, a selling circus motit 
suggests CITFCUS posters, pennants, side 
barkers, 
and perhaps cages for 
rare and exotic prospects. 

Football theme 
banners, 


show banners, ringmasters, 


dancing girls 
suggests pennants, 
cheer-leader costumes, sweat 
shirts for coac hes, goal posts, score 
cards, football helmets and perhaps a 
life-size blow-up of a football player 

with a camera girl to take Polaroid 
photos of participants. 


Program that offers a cruise to 
Nassau or Bermuda suggests a ship 
board scene, with a ship's bell, life 
around the room, a_ fog 
and a shuffleboard and 
quoits tor kickoff meeting athletes. 

Whatever the theme, 
are a “must’’. Moment that salesmen 
walk into a kickaff meeting room they 
should feel that they are “with it.” 

3. Invitations: One of the least ex 
pensive 


preser vers 
horn, court 


decorations 


and most effective—methods 
of getting salesmen, dealers or distri 
butors in the mood for the incentive 


program ahead is the invitation to 


the kickoff meeting. 


For complete information, address 
Charles L. Norvell, Director of Sales 
The Greenbrier, White Sulphur 
West Virginia, or inquire of reservation 
offices at; New York, 17 East 45th St 
MU 2-4300; Boston: 74 Tremont St 
LA 4-4497; Chicago 7 W. Washington 
$t., RA 60625; Washington, D. ¢ 
Investment Bldg., RE 7-2642 


Springs 


An ideal site for 
incentive program awards 
and conventions 


Make your incentive program more suc- 
cessful and award a stay at The Greenbrie 
Everyone will want to earn the opportunity 
to go to this world famous year round re- 
sort where comfortable guest rooms, cour- 
teous service and unexcelled sport and 


recreational facilities await the winners. 


In addition to being the perfect incen 
live program site, The Greenbrier also pro 
vides conventions with the most modern 
facilities. In the air-conditioned West Wing 
you will find meeting rooms for groups up 
to 1000 a brand new auditorium 
the latest sound and visual equipment 

a theatre with ( inemaScope screen 

. and superb banquet arrangements. The 

Greenbrier is truly America’s Informal 


Business Capitol 


LMM UC 


ai 


WHITE SULPHUR SPRINGS 


WEST VIRGINIA 
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Just the place for 


Sud 

ates 
Y, centive 

iz rize : Trips 


... and Just the Perfect “Package” 


TWA-HIGH POINT INN 


NEW YORK CITY-POCONO MOUNTAIN 
AIR VACATION TRIP 


including choice of Wal- 
dorf-Astoria, Roosevelt or 
Statler in New York and 
starting at High Point Inn, 
Mt. Pocono, Pa. From 3 
days to 14 days and includ 
ing all expenses. First class 
accommodations 
out, For full 
and brochure write: Charles 
D. Geissinger, 
Owner. 


through 


information 


Manager 


HOLD YOUR NEXT MEETING 
high up in the beautiful Poconos af 


Iniqh point iin 


MOUNT POCONO 51, 


PENNSYLVANIA 


IN NEW YORK CITY, PHONE 
John Potterger, N. Y. Convention Rep. 
TEmpleton 1-2605 


‘The 


sued by top 


preferably, is is 
or in the 
It should 


sugyest that management 1s aware ol! 


invitation 
management 
name of top management. 
the importance of the participant to 
the company ; that the invitation is for 
a gala affair, and that attendance at 
the meeting will prove profitable as 
well as enjoyable. 


Miniature Footballs 


lor example, a client using a foot 
ball theme in his travel incentive pro 
gram mailed out imprinted footballs 
one-third the size of regular 
footballs. 


imprint of the time and place of the 


about 


‘The miniatures carried an 


meeting. A letter which accompanied 
the football (signed by the company 
president) read: “As outstanding citi 
community, and 
your lady have been selected to attend 
the kickoff banquet of Com 
pany’s new Sell and Score Campaign. 
Fifty-yard-line tickets will be waiting 
for you at the gate outside the Grand 
Ballroom of the Hotel on 
October 26, 1956. Please let 
me know if you can be present.” 


zens of your you 


Iriday 


almost 


4. Inviting the wife: = In 


means that the program has a better 
chance of motivating what we prefer 
to call the total salesman—his 
and family, as well as himself. 
the wife gives man 
agement an opportunity to demon- 
strate that top brass is human, and 


wite 


Presence of 


to mend fences. It gives management 
a chance to say something to the ef 
fect that “we know that your hus 
bands have worked long hours, and 
that you have had to make sacrifices. 
But that effort and those sacrifices are 
building a greater 
every member of the company and our 
distributors and dealers—and 
cially for you who are here this eve 


” 


opportunity for 
espe 
ning. 


No Resentful Wives 


Since a kickoff meeting launches a 
new drive which will 
extra effort or “investment” on the 
part of the company’s salesmen 
dealers distributors, it is 
cially that participants 
leave the meeting without the handi 
cap of a resentful wife. And, a wife 
who has participated in a_ kickoff 
meeting also has subconsciously ac 


sales require 


and 
important 


espe 


cepted the objectives of the program 
and the idea that extra effort will 


every instance, presence of wives at be necessary to attain them. Partici 
the kickoff meeting is important to pation postpones, even where it does 
the success of an incentive travel pro not eliminate, distaff dissent. 
gram. When the wives are invited 
they have an opportunity to hear and 5. Costumes and favors: Name 
see first hand what is happening. This tags for all are a definite “must.” 
a | 

ALES MEETINGS 

ALV — 

SHERMAN is 

"Boy, what a kickoff meeting!" 
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THE CASTLE HARBOUR 
HOTEL, GOLF, BEACH & YACHT CLUB 


5 Tucker's Town, BERMUDA 
; Island's Largest Seaside Resort 
Howard F. Hohl, Gen. Mgr 


"aie 


THE BIG FIVE 
MEAN BUSINESs: 


WHEREVER YOU WISH TO GO 
BERMUDA, POCONOS, 
NASSAU, CANADA 


FORT MONTAGU | 

BEACH HOTEL 
NASSAU in the Bahamas, 
Private Beach directly on 


the Ocean 
John I Cota, Gen Mer 


THESE TOP HOTELS 
ARE YOUR BEST INVESTMENT! 


Take your pick 

mountains, lake 

beaches : 

. eaches . . . the varied settings of 
these Big 5 hotels where 


most efficiently. Chosen 


of Island resorts, 


8, seaside 


you can blend business aid pleasure 
y blue chip names in U 


SPLIT ROCK LODGE 
AND CLUB 


S. indust 
£ 7 oure Str ) TR j > 
+ and commerce for all-round val y WHITE HAVEN, R.D., PA. | 
ays alue . . . for finest convention faciliti ely > ye 
. cuisine and entertain 1€s, at sig Boulder on Lake 
me F ; 
nt to meet your special requirements aa H 
_ iilliam errmann 
All details 
Sa 7 . ’ Gen. Mgr 
re handled by a centralized office with a Initia & 
va ° TC ‘ 
oF successful convention management , 
® ‘ 
_ * 
Cal , = 
all or write for complete information mL T | ne fi : 
me iy) ilagp ns ea 
——— yee eT) 
WILLIAM P —, pAsAAHI Vy UPALIITINM TELLS 
, wae ORGANIZATION, Representatives wi /h ; — “ie 7 a I a) >, 
00 Sth Ave., New York 3 a: rrarert 
e ' 


i! 

ot 

LO 5-1114 as 
’ 


Also Boston « ¢ HICAGO + 


CLEVELAND 


MIAMI + PHiy ADELPHIA 


* TORONTO 


THE ALPINE INN 


AND COTTAGES ¥ 
PROVINCE OF QUEBEC, Fi 
CANADA ast 
Deluxe Log Chalet and + 
Cottage Resort on La 


Riviere du Nord, 
Ste. Marguerite Sta 


H F “Gibby” Gibson, Mgr 


5 Streamlined Settings for * BUSINESS MEETINGS * TRAVEL INCENTIVES 
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THE BERMUDIANA 
Hamilton, BERMUDA 


A garden estate in the heart of 
Hamilton 
Carroll F. Dooley, Gen. Mgr 


* CONVENTIONS 
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only DuKane 


gives these features in 


a sound slidefilm projector! 


@ DwKane eto 


ext 


@ DwKane jet aie 


@ DuKane : 


The new DuKane “Micromatic” Sound Slidefilm 
Projector is the last word in audio-visual training for 
ofhices shops, fac tories, be hools and « hure hes 


It delivers up to 22 minutes of a fully 


automatic presentation | 


For details write SME.37 


f ) 

»/ 

‘D KAN 

“BU E 
CORPORATION 


St. Charles, Illinois 


Projector record 
player, screen, rec 


proneer electronics specialists ords, film, lenses and 
and manufacturers of sound sys extension cord fit in 
tem audiowmsual devices, in a luggage - styled 
tercoms, telephone systems and briefcase Light 
electronics for the armed forces 


o weight compact! 


CONVENTION MANAGERS! YOU'LL FIND 


MONE KON YOU 


AT THE 
INCOMPARABLE 


littl Washington 


BRETTON WOODS SITE OF THE WORLD 

7, FAMED INTERNA- 

NEW HAMPSHIRE =! TIONAL MONETARY 
CONFERENCE 


Welcome to a world where every 


MORE COOPERATION 


service you can possibly foresee has |MORE COOPERATION — 
been anticipated and prepared for 

you in advance. We pride ourselves 
in offering you the most attentive 
convention staff in the business... MORE FACILITIES 


and such facilities as: GOLF © RIDING * TENNIS 
1000 capacity Grand Ballroom SWHADAING © HIKING ° FISHING 


° 
® Dining accommodations for 800 
e 10 large size meeting rooms 
@ Internationally 

famous cuisine 


WRITE including dancing 

TODAY! to 2 orchestras in our new 

COLONEL RICHARD B. FREDEY cocktail lounges! 
Managing Dire 


MOUNT WASHINGTON HOTEL, BRETTON WOODS, N.H 


CONVENTION SEASON: MAY to OCTOBER 


However, costumes and favors need 
not be expensiy eto help set the mood. 
For a Caribbean cruise, it may be 
desirable for management to appeat 
in rented uniforms of ship’s officers 
and to offer sailor hats or berets to 
salesmen as they pass through the red 
carpet reception line. Flowers for the 
ladies—presented by a company ofh 
cial inevitably make a hit. 

In other types of programs, it may 
be desirable to pass out lapel pins, 
scarfs, native straw hats, bags con 
taining sand from the beaches of 
Florida, or other souvenirs. Purpose 
of costumes and favors, of course, 1s 
to give salesmen, or dealers, or dis 
tributors or other participants, an op 
portunity to savor the travel award 
to bring the participants and their 
wives as physically and psychologically 
close to the ultimate recognition and 
reward as possible, 


Good Rule of Thumb 


In selecting costumes, favors and 
decorative materials, a good rule of 
thumb is to ask these three questions: 
Will it help to make participants feel 
that what we are asking is reason 
able? Will it help to make them feel 
that the goal is attainable? Will it 
help stimulate a real desire to win? 


é. Music: \lusic has become an in 
creasingly important ingredient in 
kickoff meetings. Hawaiian guitarists 
for Hawaiian cruise kickoffs, fiesta 
music for Mexico kickoffs and calypso 
music for Caribbean cruise kickoffs 
suggest the impact that music can 
have on a kickoff meeting. 

Where the budget does not permit 
live musicians, arrangements should 
be made for carefully selected re 
corded music to help set the mood. 

In recent years, many companies 
have devised “campaign songs,” and 
passed out (or mailed ) recordings of 
songs to each participant to keep 
memories of the kickoff meeting alive 
In tight-budget situations, parodies on 
familiar tunes work well, and these 
frequently are written by the cre 
ative department ot the organization 
which help to plan and produce the 
incentive travel program tor the spon 
soring Company. 


7. Dinner: Wherever possible, it is 
advisable to schedule a dinner before 
the kickoff meeting. The well-fed 
man is the receptive man—and wives 
invariably appreciate a luxury dinnet 
which they did not have to prepare 

In planning a dinner, the menu 
should be designed so as to tie-in with 
the campaign theme. For example, a 
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kickoff meeting in which the theme 

is professional selling might feature 

the following items on the printed 
menu: 

MIXED SALAD (A professional sales 
man untangles his mixed-up prospects, 
pinpoins their needs and closes the 
deal.) 

BEEF (Is what a professional salesman 
never hears from his customers, be 
cause he services them properly.) 

SPINACH (For building those profes- 


sional selling muscles.) 


NUTS (ls what the professional sales 
man can say about his competition, be 
cause he makes his competition worry 


about him—not vice versa.) 


8. Skits and visual aids: Key to suc 
cess of any incentive travel kickoff 
meeting is the program. The meeting 
hall, decorations, invitations, atten 
tion to wives, costumes and_ favors, 
mood music and dinner all are part 
of the prelude—an effort to win the 
interest of participants and to focus 
this interest on the message of the 
meeting. 

Meeting program must hold at 
tention from start to finish, stimulate 
interest among all participants, con 
vert this interest into real desire, and 
make every participant leave the meet 
ing with the feeling he can’t wait to 
get into action. 

Your program must have impact 
must generate excitement, and must 
give all participants a ¢ omplete under 
standing of the opportunity. Whether 
staged by protessionals or amateurs, 
the program must move fast. This is 
one inflexible rule. Program cannot 
drag, even tor a moment. If neces 
sary, top Management can stay after 
the program is over to answer ques 
tions, but the show must move quickly 
and surely to an exciting climax. 

It would be difficult to overstate 
the importance of a fast-moving, kick 
off meeting. Everyone concerned 
should understand and agree to a fast 
pace. One rambling speech can negate 
the entire effort of the meeting. 

A properly-paced kickoff meeting 
doesn't just happen. Invariably, it is 
the product of intensive planning 
writing, rewriting and rehearsal. In 
today’s business world, often it is difh 
cult for sales executives—or their sales 
promotion or sales training depart 
ments—to find time for the planning 
that a successful meeting requires, 

Perhaps this is one reason why o1 
ganizations like Belnap & ‘Thompson 
find themselves doing an increasing 
amount of the planning, writing and 
preparation of visual aids for incen 
tive travel kickoff meetings staged by 
sponsoring Companies. 


Rather than staff up with personnel 
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HIGH standards of 


are a major requirement for 


serving modern industry in the 


planning, design and 


execution of 


Among our we 


are proud to include: 


Abbott Laboratories Illinois Bell 
Armour & Co. Pelephone Co. 
Automatic Electric Co. International 


, Harvester Co. 
Crane Co. 


The Dow Chemical Co. Masonite Co. 


E. I. du Pont Mead Johnson & Co. 
de Nemours & Co. Motorola 

Eastman Kodak Co. Owens-Corning 

Ekeo Products Co. Fiberglas Corp. 

General Electric Co. Standard Brands, Ine. 

IBM Swift & Co. 


eneral exhibits and displays, ine. 
2100 N. RACINE AVE, CHICAGO 14, ILI 


Chicago's leading 
designers and butlders 


DINKLER Is 


CONVENTION- 


CONSCIOUS 


More than two years of extensive work 
and the expenditure of over a million 
dollars have provided Dinkler Hotels 
with the most advanced, ultra modern 
convention facilities in the South. All 
technical equipment, the latest audio 
and visual devices, excellent lighting, 
giant ballrooms that sub-divide to 
allow for groups of various sizes, new 
restaurants, completely redecorated 
guest rooms, 100% air-conditioning 
and ample parking are among the many 
features that have placed Dinkler first 
for conventions in Dixie. 


DINKLER 


PLAZA 
ATLANTA 


DINKLER- 
+ | TUTWILER 
BIRMINGHAM 
DINKLER- 
JEFFERSON DAVIS 
MONTGOMERY 
DINKLER- 
ANDREW JACKSON 
NASHVILLE 


7 THE 

| ST. CHARLES 

ym! NEW ORLEANS 
> 


uu 


Lia 


, 


DINKLER HOTEL 


Carling Dinkler, President 


Carling Dinkler, Jr., Vice Pres. & Gen. Mgr. 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


' MR. CARLING DINKLER, JR. 


' DINKLER HOTELS CORP. 

§' THE DINKLER PLAZA 

: ATLANTA 1, GEORGIA 

t Please send me your complete brochure on 

§ Dinkler Convention facilities in the South. 

' 

5 Name = 

' 

t Organization —— 

' 

a Title — 

' 

t Address — 

' 

t Cily lone State _ 
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needed to plan, write and produce the 
kickoff promotional 
material, management today has come 


and follow-up 
to expect these services from the travel 
supplier. And most travel suppliers 
realize that management has a right 
to expect a complete incentive package 
trom professional incentive organiza 
Most of them, now offer cre 
and kickoff-meeting 


planning assistance. 


tions. 
ative services 

lor example, members of our com 
pany's creative staff spent almost a 
year developing visual aid techniques 
add maximum impact 
to a kickoff meeting. Result is the 
wide-screen “WINerama” slide pres 
entation which gives the effect of a 


whic h would 


Cinerama-type projection, but uses 
lides which cost only slightly more 
35mm slides. Experi 
ence has proved that this type of pro 
plus 


commentary 


than ordinary 
recorded 
and background musik 
goes tar toward giving an incentive 


jection appropriate 


program maximum initial momentum. 
Not every program 
afford the time and effort needed to 


sponsor Can 
plan and produce his own kickoff 
or even the investment which a tailor- 
made program involves. 
lor this reason, several travel in 
centive organizations now offer com 
pletely packaged kickoff-meeting pro 
grams. Our organization, for exam 
ple, supplies several different pack 
with WINerama 
films, 
other material at cost 


aged programs 


slides or sound records and 
and even sup 
plies the projection equipment where 
desired. Program sponsors, therefore, 


need only prepare the meeting room 


and at the appropriate moment in 
the film step up and explain the 
rules, 


Steps to Follow 


However your kickoff meeting is 
handled, the basic pattern remains 


constant. Here, in brief, are the steps 
which should be followed for best 


results: 


1. Exploration: Basic theme is 
weighed, to see if it will do the job 
and if it fits the character of the com 
pany, salesman, distributor or dealer 

and the product. 


2. Appointment of program man- 
ager: (ne man in the company should 
be given full responsibility to plan the 
incentive program in general and 
the kickoff meeting in particular. This 
man should, of course, have authority 
commensurate with his responsibility, 
and sufficient time to prepare. 


3. Agenda: Program manager 
should prepare a complete timetable 
and agenda. Each part of the meeting 
should be planned in general terms, 
subject matter should be specified 
and properties needed for each part 
of the meeting should be listed. 


4. Assignments: Proposed responsi- 
bility for each part of the 
should be reviewed by management 
and then assigned. Each person should 
receive written instructions and a 
deadline schedule. 


meeting 


5. Playback: All persons who have 
been given assignments should report 
back to the program manager 
ly within a week. They should out- 
line their functions in detail, in writ- 
ing, listing what they are going to do, 
how they are going to do it and what 
they need. This is, in brief, a play 
back, to make certain that the projects 
starts with complete understanding. 


usual- 


b: Check list: A check list of all 
materials and properties needed should 
be prepared from playback reports. 
‘This check list should show the items 
needed, their source, name of person 
responsible, date to be obtained—and 
a space for final disposition, to make 
certain borrowed items are returned. 


7. Script: Complete kickoff meet 
ing script should be prepared. Seldom 
will a meeting follow a script exactly, 
but a script is essential if proper pace 
i maintained. Only with a 
script is it possible to spot potential 


is to be 
trouble spots. 


8. Rehearsal: No kickoff meeting 
should be staged without a rehearsal. 
If it is impractical to put on a full 
dress performance, program manager 
at least should rehearse each person 
in his office. 


9. Meeting: During the meeting, 
program manager must be everywhere, 
yet his presence must not be obvious. 
He must be willing to settle for a 
word of thanks at the end of the 
and the personal satisfac 
tion of a job well done. 


meeting 


10: Post-mortem: After the kickoff 
meeting, it is advisable to schedule a 
session for reviewing and analyzing 
the meeting, and evaluating reaction 
of participants. ‘This is the time for 
passing out compliments and construc 
tive criticism. Everything should be 
put in writing, so that the next pro 
gram manager will have a written 
guidebook, and will know the pitfalls 
n planning the next kickoff 

The End 


to avoid 
meeting. 
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BANFF SPRINGS HOTEL, playtime show place of Western Canada, nestling mile-high in the awe-inspiring Canadian Rockie 


has 600 rooms 


CHATEAU LAKE LOUIS 


nel tr 
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wm, meeting rooms, Recreation activities fishing, riding hikin olf 4 mn ullleboard 


dancin 


(Get more done, have more fun al 
BANFF and LAKE LOUISE 


in the Canadian Rockies 


Nestled in North America’s most spectacular tall 
country, these world-famous resorts are ideally 
located and equipped for an unusual and memorable 
convention, Both offer full accommodations for gath 
erings large and small during June and Se pote mber. 
They are easy to reach, too, via fast, comfortable 
Canadian Pacific diesel trains. For information and 
reservations contact: Convention Trathe Department 
Canadian Pacific Railway Company, Windsor Sta 
tion. Montreal. We will be h ippy to handle all detail 
and preparations for you, for the :nost successful con 


vention you ve ever stag 


Q i. Pacific 


A BERMUDA 
AND CARIBBEAN 


CRUISE 


real 
Sales Incentive 


NEws! 


*& This unique Prize sparks any 


contest ... makes men pitch as 
they never pitched before. 


*& When top names like Ford, 
GE, International Harvester, 
Eastern Life Insurance Co., 
Philco, R.C.A., Swift and West- 
inghouse repeat, you know 


they've found a proven winner! 


& Give your next Contest or 
Convention this dramatic lift. 


Plans and exciting promotion 


material yours for the asking. 


Sales Department 


FURNESS LINES 


44 Whitehall St., New York 4, N. Y. 
BO 9-7800 


Se 
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Publicity an Important Tool 
To Help Achieve Objectives 
Of Your Incentive Program 


Diversified approaches open to publicize trip. Releases 


should sustain objectives of incentive program and relate 


company's "image". Home-town publicity is effective. 


BY SIDNEY GROSS* 


Publicity 


even consumer magazines 


hometown, trade and 
can be the 
icing on the cake for an imaginative 
interesting sales incentive trip) pro 
gram. 

If you have been slighting the po 
tentialities of publicity In connection 
with these trip programs, then an im 
portant tool to help achieve the basic 


objectives of the program has been 


ovel looked 


Sales department plans the trips; 


budget Is approved ; promotional na 
terial is prepared and distributed ; the 
trip looms, and someone, as an after 
thought says: 
“We ought to get some publicity!” 
I hat is 


obtain the 


exactly the wrong way to 
full measure of publicity 
that many an ambitious, or even rou 
tine, incentive trip program can pro 


luce 


First Step 


hit st step 
re lations ol 


is to involve the publi 
publicity person in the 
planning from the start. A compe 
tent specialist will: 

1. Istimate the promotional and 
publicity opportunities inherent to the 
plan; 

* Account Executive, Vernon Pope Public 


Relations, New York 


2. Contribute newsworthy sugges 
tions ; 

3. ‘Take from the planning ses 
SIONS a crystal ( lear concept ot objec 
tives of the program, later to be mir 
rored in releases and press contacts. 

In every case there is going to be 
the important home-town publicity. 
“John Jones, owner of the Jones 
Hardware Store, enjoys Muskie fish 
ing in Minnesota as the guest of the 
Black ‘lool Company. Etc.” 

Jones is talked about. His absence 
is explained. He’s news as a local 
resident, but more of home-town pub 
licity later. 


Valid Newspaper Story 


Is there a valid newspaper or na 
tional magazine story in that trip? 
‘Loo often this phase is ignored. 

“Distributors to get two-week trip 
to Paris.” 

‘This sounds routine with the thou 
sands of people travelling to France 
by boat and plane each year. Yet, it’s 
worth investigating for any unusual 
publicity that would de 
serve editorial consideration. 

Where are participants 
‘Their backgrounds? 


consumer 


trom? 
Interests ? 
Suggest a picture-story idea to the 
appropriate magazine. For example: 
“What happens when the Joneses of 
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WHERE should we have our convention? 
WHAT hotels are recommended? 
WHEN is the best time? 


Whatever your convention question... ask 
American’s convention specialists! 
rlerrlerelerrersrseets 


Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines, 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 

. the most modern fleet aloft ... and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention. Contact your local American Airlines ticket office or write to: 
Mr. R. A. MacDonald, Convention Manager, American Airlines, Inc., 
100 Park Avenue, New York 17, New York. 


Ais AMERICAN AIRLINES 


Americas Leading Arline 
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head for the Hills of Mont event. ‘There is competition among these 


martre or hopping in Paris for Business or trade magazines are in magazines and an editor will appre- 
dee tomily back hame in terested in reporting an incentive-trip ciate your work if a special feature or 
In these wa ou are placing the program because it represents basi exclusive pictures can be sent to him. 
participants of the trip in a position news of the industry. Business page Don't be satishied to just repeat 
of being vehicles to portray phases ot editors of newspapers want to relate over and over again the central theme 
Parisian life it to the local business scene. of the trip. Use the incentive program 
I he ef or other idea ugge ted to Recognition ot the importance ot to relate the company’s “image” 
magazine writers, may fall on com trade publications in the coverage ot through newsworthy trade stories. For 
pletely deaf ears. But this is certain: incentive trips is reflected in the num — still assuming “distributors 
Most conscientious editors always are ber of editors who are invited to join > being sent to Paris’; there might 
ready to give serious consideration to and report such events. Not every be these diversified approaches: 
tory possibilitic Couch your sug company program is geared to invite — . , 
metlens jn a war thet mebet the the press. Advance stories (some of Timing: Why is the company ¢s- 
story appeal to the magazine's reader the monthly magazines work three tablishing the trip now: 
hip; then, if the trip 1 covered’) in and four months in advance) should Competition: An executive sketches 
ome Va it become i national go out to appropriate public ations. benefits of internal competition. 


Personalization: Arrange to follow 
one participant through all phases of 
the trip. 


: Growth: Company moves to speed 
‘Attention : Convention Manager up normal expansion by becoming 
( more promotion conscious, 

Human Relations: Good work de- 
serves good deeds—in the tough sales 
field. 

If only two or three concepts 
plus the telling of the trip itself— 
are communicated, the incentive pro- 
gram has aided the public relations 
of the company. 

Home-town publicity remains very 
basic. With advance planning, a vast 
amount of goodwill and_ business 
identity can be achieved. 

Incentive-trip planners should note 
the techniques devised for home-town 
publicity developed originally in the 
promotion of Miami Beach, Fla., and 
later Sun Valley, Idaho. 

Here is the way the “home-town 
publicity” technique works: 

: Upon arrival of each new guest, 
couple, or family to the resort, a 
photographer-reporter, hired by the 


Yes, your inquiry to the Skirvin 
is the first step in planning a 
successful sales meeting or 
convention, 

Fine food, beautiful surround- 
ings and comfortable accom- 
modations prevail — plus a 
healthy addition of that im- 
portant ingredient . . . exper- 
ienced, friendly cooperation. 


resort for this specific assignment, 


We truly welcome the oppor- 
tunity to tell you of our com- ciiieeciaiticiiaia 

eeeseeeeee 
plete facilities for handling Oe ee us ee 
any size group, including 6 Y dikseene oa 
closed-circuit television meet- CONDITIONING M 3 6 T | N G 
ings. @ Write for our de- © CONVENIENT 


tailed “Facts File.” AUTO REGISTRY 


Shinn HOTELS 


OKLAHOMA CITY 
he 


‘ Central | 2-4411 * Teletype OC 532 
vo ae ° ae | 


PLANNERS 
HANDBOOK 


Handy, pocket-size booklet contains reprints 
of some of the most popular articles on 
meeting planning that have appeared in 
Sales Meetings Magazine, 


32 pages—more than 14 articles 


Send 50 cents in coin to: 
Readers’ Service Dept. 


SALES MEETINGS Magazine 
1212 Chestnut St., Phila. 7, Pa. 


eeeeeeeeeeeeeeeeeseeeeet 
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politely requests the new guests to 
pose for a picture. Each picture is 
taken in the same spot—the back- 
ground to readily identifiable with the 
resort. For example, in Miami Beach, 
home-town publicity shots were in- 
variably taken in front of a palm 
tree; in Sun Valley the background 
was a sun-lit ski run. 

If the resort’s name is I'win Pines 
LLodge—then take the picture in front 
of twin pines; if it is Indian Ladder 
Falls—show the cascading falls in the 
background. Or, if the chief sport is 
fishing—show the guest posed with 
a good-sized fish dangling from his 
line. 

Having got his shot, the photog- 
rapher then obtains from the flattered 
and pleasantly surprised guest his 
home town and state, and the name 
of his or her local newspaper. (If the 
guest does not know his local, small 
daily or weekly paper, the informa 
tion is readily available in Ayer’s 
Guide.) He then asks how long the 
guests are planning to stay; what va- 
cation activities they favor, etc. Upon 
developing the picture, he then writes 
a brief caption—not more than five 
or six typewritten lines—in which he 
mentions the guests’ names, home 
town name, and above all, name of 
the resort. Caption is pasted to the 
bottom of the picture and the story 
immediately sent off to the home 
town paper. 

Home-town given 
careful attention by Brown & Bige- 
low in celebrating its 60th Diamond 
Jubilee Convention, in St. Paul, home 
of the calendar and advertising firm. 

Company's called for 
1,200 salesmen and their wives to go 
by chartered flight to the affair. 

Under direction of R. M. 
Schneider, public 
local papers learned when a salesman 


public ity was 


program 


relations director, 
made his sales quota and his wife 
automatically joined the trip. Form 
releases caused no manpower jam up 
although approximately 600 releases 
went out. 

[ se ol these Stories Was above ex 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, sticks on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
IMPRINTED 

1000 lots less 6c each 

3 inch Circle, Square 

or Triangle. 10 day 

service. Send copy. 

Guaranteed. 


FREE SAMPLES—Gilad to send them 
Order from Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone VI 2-5068 
Kansas City, Mo. 


KEN MORRISON 
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pectations, reports Schneider 
Cooperation with airlines involved 
in the flights set the stage for a second 
round of home-town stories. Mass de 
partures were photographed and pic 
tures with appropriate captions were 
sent to local newspapers in most de 
parture cities, 
Home-town 
there. 
Arrival 
Minnesota. 
Photographers were stationed in 
the four St. Paul hotels where Brown 
& Bigelow guests stayed for four days 


publicity didn’t stop 


pictures were taken in 


and many convention pictures found 


their way back home—and in print. 

Award-winning guests were able 
to read about it upon their return to 
their communities. ‘This home-town 
publicity, like any company activity, 
should keep in mind the objectives of 
an incentive trip. 

No one should be 
a mere listing of a name. 
should be 
of the underlying philosophy that trig 


satisfied with 
‘| hought 
given to integrating some 


gered the trip program in the original 
planning sessions. 

Only in that way will the time 
and money invested for the support 
ing publicity prove worth-while. 


Shcess trom Erth 


@ The secret of getting record 
attendance at conventions, we 
are told, is pretty well determined 
the day the site is decided. ‘‘Just 
pick a place everyone wants to 


visit and your convention is 
made’’—the experts tell us 

That being the case, can you 
think of a more alluring conven- 
tion location than along some 
sunny palm-lined Florida strand? 
We can't! 

Everyone wants to visit Florida 
and we believe your group will, 
too, in record numbers. Sound 
them out and hear the enthusi- 
asm your proposal of a Florida 


FLORIDA | 


... land of good living 


convention site gets. It’s always 
that way! In fact, a number of 
groups now meet in Florida every 
year. They don’t even consider 
other locations anymore 


Be Convineed... 
Send for Free Color-Movies 


Let us help you test your group's 
reaction to a Florida convention 
Have us send you film portrayals 
of Florida. They show typical 
cities and hotels you’|l stay in, the 
recreation, the sightseeing and re 
laxation you enjoy. Simply drop 
us a line, let us know when you'd 
like one or more for showing 


State of Florida 
Room 1632-D 
Commission Building 


‘Tallahassee, Florida 


Advice from Travel Users: 


1. Keep Contest Simple 
2. Include Wives 


Other hints from the executives who have run incentive 


travel campaigns: Plan plenty of free time during trip; 


check prices with several sources. Biggest problem: how to 


set fair quotas. Another problem: what to include in prize. 


Keep your incentive travel contest 
simple and invite wives. ‘These two 
pieces of advice are given more fre 
quently by users of travel incentives 
than any others. 

A short questionnaire was sent by 
SALES MEETINGS to some typical in 
centive travel users in all parts of the 
United States. One of the questions 
asked: “If you were to give a short 
piece of advice to a sales executive on 
running an incentive travel program, 
what would you tell him?” ‘These are 
the points made in the order of num 
ber of mentions: 


Incentive Tips 


1. Keep rules simple and 


plicit about rewards, 


y B Include wives on trip and 
all promotion 


3. Plan plenty of free time 
participants during trip 


4. Plan every 


winner leaves his door. 


detail from. time 


5. Select site for quality and lux 


6 Check prices 


SOULTCEeS 


with several 


Those who participated in the 
small survey include sales and advets 
tising executives who have arranged 
as many as 45 incentive trips and 
several who have planned just one 
It is interesting to note the variety 
of sites selected for 


trips This is just a 


these incentive 
ample of the 
places mentioned: Bermuda, Miami 
Canada, Las Vegas, New York City 
\lexico, Sun Valley, Puerto 
Rico, Nassau, California Pocono 


Mountains, Cuba, Sea Island, New 


Hawaii 


44 


Orleans, Haiti, Cape Cod, Gulf Port. 
Other places were mentioned, some 
sites many times. 


Major Objective 


More than 80% of trips had the 
major objective of increasing sales. 
Stimulate pre-season or slow-season 
selling was objective of 9% of pro 
grams. Another. small percentage of 
programs were designed to induce 
salesmen to sell the whole line. 

While increase of sales underlies 
most campaigns, morale and enthu 
siasm of salesmen, distributors and 
dealers was specifically mentioned as 
additional factors by more than 20%. 

Looking back on past campaigns, 
incentive travel users spotlight good 
will as a major result in addition to 


sales Increases, For instance, James 


Stewart, advertising manager, Inter 
Ocean Cincinnati, 
“Building of 


close friendships between the men 


Insurance Co., 


lists under benefits: 


and wives of field offices.” Michael 
J. Murray, division sales manager, 
John J. Nesbitt, Inc., Philadelphia, 
lists, in addition to increased sales and 
greater selling enthusiasm, acquiring 
additional distributors as a benefit of 
his incentive campaign. 

Positive results seem to be recorded 
by all users of incentive travel. T. P. 
Dixon, Jr., administrative assistant, 
Office ‘Typewriter Sales & Service, 
Royal McBee Corp., says of his two 
programs, “We achieved an excess of 
our national quota, and our best year 
in both volume and profits.”” To earn 
the trip out of the country for him- 
self and his wife, Royal McBee men 
had to sell 161% of quota. ‘Those 
who just meet quota earn trips to one 
of five regional meetings. 


Equitable Quotas 


Problem-wise, incentive travel 
planners list establishment of equita- 
ble quotas as number one concern. A 
close second is what to include in the 
travel “package.” Budgeting and ad- 
ministration of contest to cover all 
details and keep everyone happy were 
next in line as problems. Among the 
less mentioned problems that arise 
are: what to do about wives who 
don’t go on trip; selection of site of 
universal appeal; and coordination of 
air travel and hotel reservations. 

The End 


KNOW YOUR WEATHER 


when rain is detected are reported 


» 


When you consider any area, it is wise to know in advance what weather 
conditions you may encounter, This information is valuable, too, when you pre 
pare instructions to winners. You then can tell them what weather conditions are 
expected and what clothing would be best to take. 


NOTE: Where available, average temperatures and average number of days 
in this chart. In some instances where 
averages were not available for a particular area, last year's temperatures and 
number of days in which precipitation was measured are reported, Rain column 


includes precipitation as snow in cold climates. 
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Tell the Wife that She Can Go 
And then Watch Hubby Hustle 


I TCS LS TOE OTT HE LAS BO IAS D A AMY 


‘The hand that rocks the cradle can 

k a mighty wallop when properly 

sed. 

Women folk—bless ‘em!—can do 
more to pu h your incentive travel 
program than almost any other ele 
ment that can go into your campaign. 
‘Tell a wife she can go on a glamorous 
trip if her husband works hard, and 
you have a motivated salesman. It is 
not just theor \Vlore and more users 
of incentive travel are inc luding wives 
because it pays off in a campaign's 
result 

Basi formula for inclusion — of 

in an incentive program is to 
two quotas for alesmen or deal 
Il irst quota provides a trip for 


the hu band When the 


reaches the second and higher quota 


husband 


his wite poe along 
If wives are to be inc luded on your 
trip these are some of the things you 


should do: 


1. Address all promotional litera 
ture to the home 
y 3 Have a few 


to wives 


mailings directly 


3. Play up shopping attractions of 
your site as well as glamor. 

4. Explain to the wife how she 
can help her husband reach quota. 

5. Keep both husband and wife 


advised of progress toward quota 


Many clever approaches have been 
developed to stimulate favorable re 
action trom wive ne company 
uses a telephone campaign to wives 
After the contest is underway for 
awhile a call is made to seve ral wives 
each day. If the wife can answer cor 
rectly How many points does your 
husband have in the trip contest ‘a 


she receives a small gift. 


4% 


Another approach by an incentive 
user is to send a set of dinner place 
mats to each wife. Campaign promo 
tion is printed on each mat and wives 
ire instructed to use one each time 
she serves a meal to her husband. Still 
another technique is to send a check 
list to each wife on what her husband 
should be doing. She is to make sure 
he has planned a certain number of 
calls each day; carries all his sam 
ples and catalog; has shoes shined 
before leaving home; reads all home 
ofhce mail carefully; makes out call 
reports promptly etc. 

You can make an interesting bulle 
tin for wives as a result of a little 
contest. Otter wives a tree gift ina 
contest to tell how they help their 
husbands reach quota. Best answers 
earn gifts, and these answers can be 
incorporated into a bulletin § to 
Wives. 

This technique has several advan 
tages: It gets wives to think about 


helping ; it creates a little excitement 


with possibility of a gift; it provides 
an exchange of information tor use 
by all wives; 
of interest by 


it establishes a pattern 
wives which carries 
over past the contest period. 

Some incentive packages include a 
personal-expense check for winners. 
One manufacturer, instead of pro- 
viding a personal-expense check (most 
popular seems to be $50 for husband 
and wife) offered a $50 check toward 
baby sitter fees. This little twist had 
special appeal for wives who scme- 
times have great concern about leav- 
ing the kids behind. 

A novel mailing to wives is a baby- 
sitter check list. This list covers all 
the instructions the wife wants to 
leave with the baby sitter for each 
day she will be away from home. The 
check list, with blanks to fill in, 
covers such things as feeding, clothes, 
bedtime, what to do in case of illness 
and other special instructions. 

While wives are an_ invaluable 
source of assistance in a salesman’s 
effort to win a trip and a prime 
mover, they contribute greatly to 
smooth functioning during a trip. It 
is easier to plan activities for husband 
and wife than for Stag groups, say 
incentive planners. 

During a tour, wives make activi- 
ties dignified, show a marked degree 
of appreciation and create an especial 
friendly atmosphere. It helps to keep 
a group under control to have wives 
along. ‘They are responsive to group 
activity plans. The End 


husband's reaching the trip quota 
rest. 


to a husband's travel without her. 


What to Tell the Wife 
When She Can't Go on Trip 


Problem for any incentive travel planner may be the wives that are left 
behind when a campaign is for travel by men only. 

While the wife can’t go, she can still help her husband—if she is told how 
and is rewarded for her efforts. First, point out the importance of her 
the prestige, economic benefits, deserved 


She can be made a member of the “team” by giving her instructions to 
help her husband’s progress. A small gift midway in the contest to the 
wife for her help always is well received. 

Many companies make it a point to send a gift to wives to arrive the day 
before or on the day the husband leaves on the trip. This kind of thoughtful- 
ness engenders goodwill for the company and makes the wife more receptive 
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IDAHO 


GOLF * TENNIS * SWIMMING 
HORSEBACK RIDING* FISHING 
SKEET AND TRAP SHOOTING 

MOVIES * BOWLING 

DRIVE YOURSELF SERVICE 

OUTDOOR ICE SKATING * DANCING 
AND EVENING ENTERTAINMENT 


Owned and operated by 


Union Pacific Railroad 
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his sales meeting 
ended 20 minutes ago 


Sure, he is getting more good out of this 
convention. When the day's business is 
wrapped up, it's only a matter of minutes 
till he is out pursuing his favorite pastime— 
playing golf, ice skating, shooting trap 

or skeet, swimming or just sitting and 
soaking up the sun. Fact is, even the 
business meetings seem more fun. 

Let us show you how nicely our facilities 
will meet your convention requirements. 
Just write Mr. Winston McCrea, Manager, 
Sun Valley, Idaho. 


eeeeereeeeeeeeeeaeeee 


MEETING ROOMS 
No. of Rooms Max, Capacity 
OPERA HOUSE 500 


DUCHIN ROOM 100 
SLALOM ROOM 100 


Numerous smaller roor 20 to 50 


BANQUET ROOMS 


No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 


CONTINENTAL 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays 


RATES 
AMERICAN PLAN 


per person, two 
$] 5 in a room RATES ON 


$] 8 per person, REQUEST 


single room 


EUROPEAN PLAN 


UNION CAPACITY 


PACIFIC 
RAILROAD 


Sleeping accommodations for 500 persons 


It may cost more, but professional incentive-travel counsel 
has advantages. Expert points out pitfalls of do-it-your- 
self programs and special values in using travel specialists. 


Professional Approach to Incentive Travel 


BY JAMES W. MATTERN © President & Treasurer 
Travel Division, Cappel, MacDonald & Company 


Off they 
incentive adventure a travel 
flort and sales 
however 


for extra ¢ 
I'rip they have won 

infortunate Start for 
salesmen of 
man i rer Bad 
tates t big DC6's 

cheduled stop and 


weather 


heck of a way to run a trip,” 


PROMOTION MATERIAL 


ntive planners include 


etterhead 


ement brochure 


baggage 
pr 


travel pamphlet 


trave tips trom transportati 


the 


layover 


Zo to Mexico on a travel 
award 
progress 
is oft 
61 
a large home appliance 
necessl 


etting down for 


used by Profes 


ym lines 


Ith 


a salesman says as the plane circles 


the field 
land 

It is a 
the company 
ible for bringing on the bad weather 
South 


waiting for instructions 
thoughtless remark, as if 


were somehow respon 


to delay their precious Six days 
of the Border Yet 
typical of human nature, that in an 
emergency someone blames the com- 
pany that has made the trip possible. 


perhaps, it 


Price 


GEMERAL ELECTRIC 


2h Ord etry Sa teetahe 


orc 0% 


2 


O aieman 


reeray StL retet 


+ 


Che A mrme 2800) tHe vacatrom ora L/h)! 


foe) " 
ar oe @. 
“a 


Company executive accompanying 
the prize winning 
trip consults hurriedly with the pro 
fessional travel counsellor who has ar- 
ranged details of the incentive travel 
campaign right from the start. 
“This is going to spoil the whole 


salesmen on the 


good feeling we hoped to build up,” 
the executive complains. 
‘The travel counsellor smiles. 


“Don't says. “I’ve al 


worry,” he 
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Eastern’s Incentive Vacation PI 


offers the most powerful sales 
incentives under the sun... 


Luxurious, FREE vacations in Miami Beach, 
Puerto Rico, Nassau, Havana, Bermuda, 


Ws ‘ 
: + £3 


, x , 
FLY-EASTER}D AIR LINES 7”! 
& « ® « 


e 
1 


Vacations via Eastern can't be brighten their sales picture. The tion material to get your program 
beaten as incentives for your — world’s leading airline in the — off to a flying start! And Eastern 
salesmen, vour distributors and incentive vacation field, Eastern assures your winners carefully 


their salesmen, and your dealers. has conducted over 1,200 incen- planned, fun-filled vacations 
Eastern’s incentive vacations — tive programs and carried more — which will bring them back 
have been used successfully to than 36,000 passengers on incen- refreshed and ready to do an even 
get more sales, to win new busi- tive vacations! bigger, better job for you! 
ness, to build better off-season Eastern’s incentive experts will What's more, Eastern’s Incen- 
business, to put over a new prod help you work out and put over tive Vacation Plan more than pays 
uct, to dispose of surplus inven- an incentive vacation program _ for itself—the increased sales you 
tories, and to solve countless — from start to finish! Eastern will gain will far outweigh the cost of 
other sales problems! help you map out a tailor-made your incentive vacations. 

All types of companies, large — plan designed to achieve your Send in this coupon now to find 
and small, have used Eastern’s specific objectives, and will make — eyt how Eastern’s Incentive Vaca- 
Incentive Vacation Plan to available power-packed promo- tion Plan can pay off for you! 


fastern Air Line 


10 Rockefeller Plaza 
New York 20, N.Y 
at » send me yur 
t yn Pi 


AIR LINES 


29 years of dependable air transportation 
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ready wired ahead and made special 
plans.” 

When the plane pulls to a stop at 
It’s smart to meet in St. Louis, a bus is waiting to whisk 
(2 the 61 salesmen to a downtown night 
spot. For three hours the salesmen 
see the best floorshow in St. Louis. 
When it comes time to board the 
plane, the salesman who had at first 
complained expresses the opinion that 
the weather “emergency” had actually 

increased the pleasure of the trip. 
This story illustrates dramatically 
the difference between a professional 
You'll GET MORE DONE on 4 E> organizing your incentive travel op- 


i a” é pare to a company 
your conventions and sales meetings eration, as compared pany 
trying to make it a do-it yourself af- 


1 Nassau... because you HAVE fair, The professional, through hie ex- 
MORE FUN and relaxation during \ , perience, is geared to cope with such 
the hours in-between! Every sport 4 - expedients and problems. A_ do-it- 
under the sun. . . shopping and yourselfer would probably have been 
stranded for several uncomfortable 


sightseeing for the whole family! 
hours in the St. Louis airport. 


Nassau is near by plane and ship 


and no passports are needed Complexities 


for American or Canadian citizens! 
Travel is a complex undertaking. 


It is only the professional who is fully 

sprclisocn, ooeplimaaamaenions C prepared to get for industry the good- 

NASSAU, BAHAMAS, Development Board will and friendship it wants to derive 

from an incentive trip. Consider for 

a moment just a few of the complexi- 

ties involved in competently handling 
a successful trip: 


MIAMI: 1633-34 duPont Bldg, CHICAGO: 1210 Palmolive Bldg 
WEW YORK: 308 British Empire Bldg 
$: Adolphus Hotel Arcade TORONTO: 407 Victory Bldg 


1. Customs regulations. 

2. Accommodations. 

. Filling ou ie day with speci 

3. Filling t the d tl al 
activities. 

4. I-xtra showmanship. 


5. Common courtesies and_ local 


customs, 


6. emergencies. 


Perfect for Your Sales Meeting 


@ Professionally equipped theatre with Do-it-yourself method may look 
Cas) enough at first even appear to 
be fun initially but results are oft 
times expensive and disappointing. 


Nobody except a skilled professional 


spring-cushioned seats; exhibit space 
square feet adjacent 
@ \6 ait-conditioned rn eeting 


ing 25 to 530. Excellent trade ; 
can host and guide your people 


Closed circuit telecasts ) 
through the trip so that you will re- 


Fine ba ‘ 
a ad ceive the lasting dividends sO desir- 
able to your company’s reputation as 
cuisine 


120( nodern guest 


ooms. Air-conditioned, 


a good host. 
Why? Several important reasons: 


nt 
BAA a8 os radio and television | H . : 

3° Sea { ¥ |. Customs regulations: Nothing 
- ae . Just: two blocks fron | is more frustrating than to arrive at 
COPE Er | 


the new Cx seum a destination and be held up for hours 


f 
* EePRRCrEa, ¢ | 
EPRI ay. 
CPOE, , | - a 
. SS? + a 1d customs procedures prior to arriving 
ere QO 8 Fifth Aver P ane | at your luxury resort hotel. Travelers 
© * coRrErAaaaS * f €c ath H By 


Midto at | by time-consuming immigration and 


. 
ocdway theatres are tired and want to get to their 
Owner-management as hotels promptly. 

sures pertonaiized service The professional travel counsellor 

Write to Director of Sales for illustrated brochure has made the trip many times. He is 
BARBIZON. PLAZA in a position to make special arrange- 
ments to expedite the group through 

106 CENTRAL PARK SOUTH AT 6th AVENUE 


; immigrations and customs by advance 
overlooking Central Park 


planning. Frequently, brief get-ac- 
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BRITISH DEALERS arrive at Idlewild Airport after winning incentive trip. 


Incentive Travel Goes Two Ways 


Not only do 
now do, too, 
for British tele 


to United States V isitors 


ision and radio dealers and &1 


were entertained in 


Americans travel as an incentive, but foreign groups 
Philco Great Britain 


Ltd. sponsored a sales contest 


Winners were taken 


New York City 


with civic leaders and diplomats in attendance at a reception at the 


Barbizon Plaza Hotel. 


tions Building. 


Later they 
Their trip included a 


toured the city and United Na 


sit to Philadelphia and a 


tour of the Philco plant. British dealers flew both ways on the seven 


ay, all-expense-paid tour. 


quainted activities and refreshments 
can be offered to the group while the 
baggage clears customs and is whisked 
to the hotel. Normally 
worked 


travel counsellor on 


customs ofh 
cials have with the protes 
sional previous 
occasions and have developed a 
method of 


dling which greatly expedites enter 


streamlined group. han 
ing the parti ular country. 

Same situation holds true in regard 
hotels and 
The travel professional has made all 


to registering at resorts. 
necessary arrangements and registers 
with the hotel in advance. Members 
of the incentive group need not reg 
ister or stand in line but are given 
their keys upon arrival and directed 


‘| his 


speed and efhciency does not go un 


immediately to their rooms. 
noticed by vacationing salesmen. ‘They 
get a feeling of being VIPs, and they 
know perfectly well that this feeling 
is from the fact that the company 
sending them is a top-notch outfit that 
merits respect. 

2. Accommodations: | ourist busi- 
ness is big business these days, and it 
time. Al 
nanagers and personnel 
make every eftort to 
guests, it often happens that the hotel 


is getting bigger all the 
though hotel 1 

please their 
staff is so busy during regular tourist 


seasons that it is not in a position to 
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pertorm special services and niceties 
to the incentive group. The profes 
sional travel counsellor is in a posi 
tion to perform many of these services 
personally and is also better situated 
to command special service from ho 
tels and suppliers with whom he deals 
He is going to be back with another 
group soon, and if accommodations 
and services are not the very best, he 
will take his 
I'welve months a 


business elsewhere. 
year, the profes 
visits and re-visits dozens of 


\lost re 


areas are 


sional 
world-wide vacation meccas 
sort hotels and 
aware that the do-it-yourself artist is 


vacation 
a one-shot operation—and in all prob 
ability will never return to the same 
destination twice. The travel profes 
sional and his organization are taken 
much more seriously by resort sup 
pliers and he is a continuing source 
of valuable must be 


business who 


pleased time and time again 
No Skimping 


A room with a VICW Mneans ¢ 


bath means 


room 
with a view; private 


private bath; beach privileges mean 

beach privileges. There is no skimping 
J I 

on details of comfort that are so im 


‘The 


worked with the travel professional 


ortant. resort has normally 
J 


t 
b 
Are your conventions 


"at home" putting a 
damper on your salesmen? 


ec © & & = © & 


It takes no more time 
or money to have an 
overseas convention 


bY alr.ece — 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 


OUR ORGANIZING FOLIOS CAN HELP 
IN PLANNING YOUR CONVENTION 


To assist with your plans we offer The 
HOTEL DENNIS “Call to Convention” 
organizing brochure. Separate folios on 
rooms, private meetings, dining and 
exhibit requisites, entertainment, mis 
cellaneous features. Ample space for 
notes and records, plus a coordination 
folio for the convention chairman 


1S proudly announce mf 
t newest nvuent 


lating uf 


Atel DENNIS 


Boardwalk at Michigan Avenue 
ATLANTIC CITY 4-8111 


The Caribbean’s Most Unusual Resort 


) EC Csi ayador 


) CIUDAD TRUJILLO 
DOMINICAN REPUBLIC 


310 air-conditioned rooms with private 
terraces. Championship 18 holes golf 
course at door, swimming pool, polo field, 
tennis courts, Casino, Embassy Club, 
international cuisine. Operated by 
Ambassador International Corporation with 
the associated Hotel Paz and Jaragua. 
N. Y. OFFICE: THE AMBASSADOR, PARK AT 51ST 
Plaza 5-1060 


North American Reps: Utell International in New York, 
Chicago and Miami 


NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


~ 


CALL i, 
manpower, inc. for: 


DEMONSTRATORS STENOS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


Stites 5 


Use our employees as long as you need them at low hourly rates. 


-_ ® 
manpower, inc. 
OVER 90 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to 
9EPT. ¢ MANPOWER, ING 20 N. PLANKINTON MILWAUKEE, WIS 


on many occasions—knows 
ial requirements for service 
method of operation expected. 


3. Filling out day with special 
activities: People who look forward 
to vacations in far-away lands are of- 
ten disappointed at first, because once 
they have arrived they have no idea 
what they should do. ‘Too many va- 
cationists have spent a seven-day holi- 
day closeted in their rooms with 
books. At best, they get down to the 
beach for a little sunshine, and per- 
haps buy a few gifts at the hotel gift 
shop. 

‘The professional knows how to or- 
ganize a trip so that every member 
feels that his time has been filled up 
completely with fun and relaxation. 
‘lake, for example, a Cappel, Mac- 
Donald guided trip to Bermuda. Soon 
after arrival, a get-together cocktail 
party is held in Castle Harbour Ho- 
tel where guests are staying. After 
dinner there is dancing that night. 

On the second day, a delightful 
drive is made around Harrington 
Sound with guided visits to the 
aquarium featuring all local, tropical 
fish ; then the zoo; underground caves, 
Devil’s Hole and finally, the Lili per- 
fume factory where local flowers are 
processed into different perfumes. 
(juests are returned to the hotel in 
time for dinner. 

(juests are taken deep-sea fishing. 
There is a yacht cruise with an or- 
chestra on board. There is a barbe- 
cue luncheon, a guided shopping tour. 
All of these activities are organized by 
the professional travel counsellor. 


4. Common courtesies, local cus- 
toms: Many inexperienced travelers 
arrive at their destination poorly pre 
pared to take full advantage of the 
facilities that are offered. Often they 
bring attire that is not suitable for 
the climate or leave certain clothes at 
home which would have been useful 
and appropriate. In preparing for 
their trip they may overlook necessary 
innoculations or leave home without 
the proper travel documents. Getting 
started properly on a trip is an im- 
portant phase of a successful travel in- 
centive operation which must not be 
overlooked. 

lhe professional travel counsellor 
makes it his responsibility to properly 
brief his people and provide a host of 
worthwhile, informative material and 
clear instructions. 

I heard recently of an unfortunate 
experience on a trip to Rome which 
denied one traveler what well could 
have been the highlight of his trip. 
This particular traveler sought an au- 
dience with Pope Pius XII ina sport 
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Fly NATIONAL to your FLORIDA convention 


Call NATIONAL for reservations ANYWHERE 
Leader in Luxury ° First in Fine Convair and Club Coach Service 
Only National offers 


AIRBORNE RADAR 


on ALL 4-engine flights 
to and from Florida! 


MIAMI f Sf mew vor He DC-7B, DC-7R Stars 
ai hmeoee PHILADELPHIA > _ 
PALM BEACH pel... world’s fastest airliner 
JACKSONVILLE ema |! | Ee anpannaie 


tan reancinco TAMPA 
OAKLAND 


* Swift, luxurious DC-68 Stars 


*% Economical club coaches 


ST. PETERSBURG ais’ = ——te Fast, modern Convair 440's 


te ae av anion 
=~3°°%. — site we NS » * JACKSONVILLE NO-CHANGE-OF-PLANE 
SERVICE BETWEEN 
FLORIDA 


and 
TEXAS & CALIFORNIA 
Tradewinds and DC-6B coach 


B in cooperation with Delta and 
American Airlines 


_ NATIONAL ia : (GREAT LAKES 


In co e ion with Capital 
AIRLINE OF THE STARS asta Os 


For additional information: Write or call Convention Manager, National Airlines, In 3240 N.W. 27th Avenue, Miami, Florida 


Here in the comfortable seclu ion of 
fashionable Bal Harbour, you'll find 
a rare combination of casual charm and 
; luxury —the most pleasant atmosphere for 
a | meetings and conventions! And at the 
G ‘ Balmoral, you'll enjoy matchless faciities 
WHERE \ )y 5 : whether your meeting is intimate or 
WY YA a large group gathering plus a full 
—" , 


roster of gala after-busine activitse 


A , e COMPLETELY AIR-CONDITIONEL 


oe Ble re 0000000 


AN ADVENTURE - . 4 ¥ ON THE OCEAN AT 98th STREET, MIAMI BEACH, FLORIDA 


62 luxurious rooms, most with pr ite 
terraces « |] meeting room eating tron 
10 theatre style to 650 banquet tyle « 
eparate dining and cocktail area 
Garden banqueting in the “Glen 
Balmoral Club, Embassy Supper Club « 
blocks of private ocean beach, Olymy 
ind cabana area « Golf driving range 
hotel grounds « Free parking on pre 
Circulating we water in every roon 


a | 
A thorough expertenced convention James J. Carrol 


staff managed | Dick Elterman General Manager 
will be on hand to offer you new and NY Office 
helpful cor if i ‘ 

l¢é pjut COoOnveT on ided Plaza 5 4344 
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“nelige Vame foe 
“Preslige Meetings / 


ATLANTIC CITY'S FOREMOST LUXURY HOTEL 
| THE 


SELB UNE sens 


Offering the FINEST CONVENTION and BANQUET FACILITIES 
ANYWHERE! NEW! GRAND BALLROOM - KERRY HALL - 
EXHIBIT AREA - AIR CONDITIONED 
* Every Mechanical and Electrical Utility. * Complete Projection 
and P.A. Systems. * Seating Capacity 1000, Banquet 600. * Closed 
Circuit TV and Radio and Versatile Lighting. * 10 Magnificent 

Meeting Rooms. 


DECOR BY DOROTHY DRAPER 
Luxurious quest rooms — many air conditioned. Television available. 
Deluxe suites. Internationally famous cuisine. 
Unexcelled, personalized service, long a Shelburne tradition. 
Write for complete details 


MARCUS FORD, Sales Mgr. 
Telephone Atiantic City 4-8131 In New York Phone REctor 2-6586 


BETTY CORONES 
WANTS TO HELP YOU 


...with promotional material on the area you 

have in mind, publicity aids, mailings to 

your list, and special arrangements for 

luxury “Champagne Flights.”’ As 
Manager of our Convention 
Department, Miss Corones is an 

expert! Write her now at 

6060 Avion Dr., Los Angeles 45, Calif. 


~% 
ac 
Champagne Flights 


between 


eattle Tacoma Portland 
> 
an Frar $co Oak and 


Los Angeles ag 
: eno 
ae Lobe Cite Denver A 7 R Li N E s 


Minneapolis/St Paul 


Nobody, but nobody, ever 


passes up the chance to attend 
a convention or group gathering in 
the one—the only—the glamorous 


more-of-everything Miami 


Write 
CONVENTION BUREAU 
320 N. E. Sth St 
Miami, Florida 


jacket and bow tie. Dark clothes are 
a must for visits to the Vatican and 
this unfortunate visitor was vastly 
disappointed in not seeing the Pope. 
Protessional guidance and proper pre- 
tour instructions would have elimi- 
nated this disappointment. 


5. Extra showmanship: ‘Ihe profes- 
sional counsellor takes as his approach 
the “ambassador” treatment for men 
and the “orchid” treatment for wom 
en. When the salesmen get back home 
they really have something to talk 
about. 

When a group led by a professional 
service recently arrived in London, 
they were met by the Lord Mayor of 
the city. Parties with local dignitaries, 
show people, celebrities can be or- 
ganized easily by the professional. 
What makes a trip more memorable 
than to be able to say, ‘““We met 
Lawrence Oliver at a cocktail party 
in London?” 

Women, in particular, appreciate 
favors and extra attentions that hotel 
management takes care to bestow. 
I lowers, compliments of the manage 
ment, are sent up to rooms. Birthday 
and anniversary celebrations are held 
in the dining room. All of this is ar 
ranged easily by the professional who 
is In a position to demand the best. 
Deluxe treatment is never accidental. 


6. Emergencies: ‘There are always 
emergencies on any trip, and it is in 
this regard that the professional travel 
counsellor can really perform the 
greatest service. Because the protes 
sional has representatives in every im 
portant city, fexibility is an important 
feature of his service. 

A forced landing in St. Louis is an 
occasion for a celebration, instead of 
disappointment. On a recent 18-day 
round-the-world-itinerary, the sched 
ule of stop-overs was changed on four 
separate occasions to meet the mood 
ot the 56 people on the trip. 

It would be practically impossible 
for the do-it-yourselfer to take “stop 
gap” action in such cases. He 
wouldn’t even know where to begin 
because he would be in as strange an 
environment as the salesmen. 

‘These are some of the plus factors 
when a professional counsellor handles 
the trip. Sales people come back from 
their incentive vacation not with com 
plaints of how the company “‘goofed”’. 
They come back with a determination 
to do a better job than before. Their 
company has done a good job for 
them. ‘They have been through a 
memorable experience, and they—the 
best people, by the way—will stick 
around for a long time. 

Perhaps the greatest objection to 
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the professional is the cost. Manage 
ment, in the hope of saving a few 
dollars, occasionally tends to shy 
away from the professional in the 
belief that the do-it-yourself method 
will be less costly. 

This attitude is frequently adopted 
by distributors and jobbers in the ap 


pliance industry, who often do not 


clearly see the wisdom of taking ad- 


a a 
vantage of the travel professional 
whom they tend to regard as 4 reasons why Vic Giles 
“middle man.” This viewpoint from | 
a distributor is viewed somewhat hu- | 


morously by our organization in that | can hel ou arran e a 
the distributor himself provides a | 


middle-man function between the 
manufacturer and dealer who markets 


ee ee ee Successful convention... 


ten expound at great length regard 


ing the many services he, as middle 


man, performs tor the manufacturer 
and dealer, and yet, will turn a deaf | 


The very next time you face the prospect of arrang- 
ear to his counterpart—the profes 
ing a convention, group meeting or grand banquet, 
sional travel counsellor and operator. | ‘ 
( ; why not put yourself and your problems in the 
) the . ( > ‘ 
oe race, Of ee Cost OF | hands of a veteran convention planner? 
a professional counsel is greater. In 
fact we at Cappel-MacDonald frankly At the same time, take a good look at all 16 cities 


advise our clients that quality travel where 21 FIELDS HOTELS are located—then pick 
“orchid” treatment that regards all 


yourself a new and interesting location which can 


VICTOR J. GILt 


travellers as guests and provides them Sehcestien alt ikon add immeasurably to the success of your function, 
with a wide range of extras—does 
mean accruing additional costs. On Fields Hotels offer a variety of settings and accommodations in every area of 
the surface, even these costs can be the country. In the NORTHEAST you'll find three traditionally fine hotels with 
deceiv ing. excellent meeting facilities, in the EAST you can choose from two modern hotels 
A great deal of planning must go with every up-to-date convenience. On the WEST COAST our newest hotel pro- 
into any trip. If a professional does vides an attractive location and unusually fine facilities, while in the MIDWEST 
not do the planning, experience shows you have unlimited selection among 13 distinctive hotels. In the SOUTH we 
that the company generally assigns invite your attention to two hotels in the luxurious surroundings of the “Play- 
several of its top personnel to work ground of America.”’ All meeting facilities are air-conditioned, guestrooms are 
on it. modern and comfortable, food and beverage service is unmatched. 


It simply does not pay for the 


: Our staff of experts will take full charge. The problems of setting up your pro- 
$50 ,000-a-vear executive to spend his 


gram, planning your banquets or luncheons, handling the 1,001 details of your 


time making hotel arrangements, ar , 
° affair are organized and executed in a way that will make your job easier, your 
ranging for flowers for the ladies, dic 
function a towering success. 
tating information bulletins, etc. If 


he doesn't develop an ulcer, the mere 
time he will put into this operation 
will be a terrible waste of his talents 
and abilities. 


And while the finer points of conventioneering are attended to, you can be 
assured that a sharp pencil is always used to arrive at your costs. Above all, 


promises once made are never broken when you book into a Fields Hotel 


If the executive can get the same So—the very next time you're asked to set up a function, let Vie Giles prove to 
rates and accommodations as the pro you that one of the Fields Hotels exactly fits all your requirements. 
fessional, it will appear to him that | 
he is saving money. But chances are | * THE GOVERNOR CLINTON, New York * THE OAKS, Excelsior Springs, Mo 
he cannot get as good a “deal” for his © THE BUCKINGHAM, How Vor ote COs Coren, ee 

. | } ‘ | A * THE CORONADO, $1. iovis * THE LINCOLN, Lincoln, Nebraska 
people as the protessional can. Ane * THE BISCAYNE TERRACE, Miami * THE CAPITAL, Lincoln, Nebraska 
he is never sure. He won t know Ww hat * THE BISCAYNE PLAZA, Miomi « THE MADISON, Norfolk, Nebraska 
he has gotten until he sees it, and * THE BANCROFT, Worcester, Mass * THE ROME, Omaha, Nebraska 
then it is too late. * THE COMMANDER, Cambridge, Moss. * THE LINCOLN, Scottsbluff, Nebraska 

It is not uncommon for us to serve ° THE BEACONSFIELD, Brookline, Mass © THE CLINTON, Cinten, tows 

lient } ; t * THE SENATOR, Sacramento, Cal + THE LAFAYETTE, Clinton, lowe 
clients whe Te » do-i ; 

= — Vee aw wy + THE ELMS, Excelsior Springs, Mo + THE CHIEFTAIN, Council Bluffs, lowe 


selfers s| hese companies are among « THE TALLCORN, Marshalltown, lowe 

the protessional’s most appreciative 

clients, because they've been through “y> 7 > . () 9 

the mill and can see where profes ils B) We V/ 
, ) 7 BS) y) 

Ss onal acumen pays oft (C LZ ZZ) v : te } OM 7) 


[here are other objections to the EXECUTIVE OFFICES 
do-it-vo irself approat h | ake the fol 371 Seventh Avenue, New York, N.Y. + PEnnsylvenia 6-3400 


lowing story as an example: On one VICTOR J. GILES, Director of Sales 
recent trip organized by do-it-your RICHARD 6. BRAINE, Convention Manager «+ JACK SYRETT, Sules Promotion Manager 
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1 & ts es &s 


USINess 


... when 


meclings ... conferences 
... forums are held at 


Historic 
Williamsburg 


Virginia restored colonial capital 
offers an ideal setting for top Hight 
meetings and conference 


BrouUps itt 
ill season Phe Williamsburg Inn 

Lodge are now joined by a great 
Williams 


to provide finne 


new modern facility, the 
bore Motor Pbouse 
woommodations for groups up to 


1O0 person 


Conterence delegates and their fam 


thes can combine business with an 
enjoyable holiday in the eighteenth 
famous 


century city Pours of the 


historic buildings, crate hops 


plantations, gardens, the carriage 
ricle inal complete recreational fa 
cilities Combine to promote full at 


tendance lor meetings at 
WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 
/ / and information write 
William b. Bippus Hotel Sales Manager 
Williamsburg, Virginia or call New York 


(ticle 6 6800 


Washington, ENecutive 
,OIst; Chicago, MOhawk 4.5100 


SOOO BSSSOOOE? 


$6 


selfers it was necessary to junket a 
group of some 50 miles to see the re- 
mains of an old fort of historic sig- 
nificance. As the sales people assem- 
bled, it turned out that the buses 
hired could not accommodate the 
whole crowd. Several private limou- 
sines were hired to take care of the 
overflow. ‘That would have been all 
right, except that the overflow into 
Cadillac limousines consisted entirely 
ot top management men. Salespeople 
went in buses. It was not until after 
wards that the company realized the 
resentment that this small blunder had 
created. Whole effort to boost morale 
was destroyed as a consequence. 

A unique story? Not really. I hear 
similar stories time and time again. 
It just stands to reason that some- 
where in the do-it-yourselfer’s opera 
tion is a junior executive who’s going 
to do his darndest to butter up the 
brass. It’s inevitable. It happens all 
the time with the consequent result 
of employe ill will. 

Plain truth of the matter is that 
the cost for the professional’s mani- 
fold services is negligible when meas- 
ured against the results that he is able 
to obtain. 

Final advantage, of course, is that 
the professional can handle the in- 
centive campaign during the period 
leading up to the trip. Often as not, 
the manner in which the campaign is 
conducted is as important as the trip 
itself, 

After all, purpose of a campaign is 
to boost sales for the supporting or 
ganization. It is not just another 
method of providing vacations. You 
want results. 

‘The professional knows how to get 
results. For one thing, he has learned 
that the contestants’ wives play a vital 
part in “incentivizing”’ 
During the course of the campaign, a 
salesman’s home is bombarded with 


salesmen. 


mailing pieces to spur him to greater 
effort. When his wife takes in the 
mail, the material is aluring so that 
she reads it, too. Besides, some of the 
colorful mailers are addressed to her. 
She gets busy thinking about the trip 
that they will take together, and a 
woman with an idea is the best sales 
spur a company could want. 

Soon the wife is talking about their 
“second honeymoon,” for she can ac 
her husband if he sells 
merchandise, 


company 
Corporations 
find that the efforts of women often 
boost the sales of their husbands by 


enough 


as much as 25%. 

More enthusiasm you generate for 
the trip, greater the sales effort will 
be. ‘Trained staffs of artists and copy 
writers can “glamorize” the trip, pro 
vide showmanship that produces re 
sults. 


The professional takes over right 
from the start, even helping you to 
plan your initial sales meeting. He 
has travel films that work miracles. 
He arranges entertainment, sugges- 
tive props, everything that will guar- 
antee that the campaign will get off 
to a flying start. 

During the campaign salesmen re- 
ceive beautiful announcement bro- 
chures describing the trip at its ex- 
citing best, giving rules for winning 
and other details. He receives a mer- 
chandise catalogue, and follow-up 
mailings are sent to his home. ‘These 
colorful, appealing promotion pieces 
buoy him up at low points in the cam- 
paign. 

Once winners are announced, the 
professional makes certain that each 
winner has all the information he 
needs to get to the departure point on 
time, and prepared. Specific instruc- 
tions on passport details, health inocu- 
lations, baggage requirements, cloth- 
ing needs, etc., are mailed to him 
along with reassurance that the trip 
will cost him nothing. 

Until the time when he is rede- 
posited at his doorstep, everything is 
taken care of for the winter. He's 
been given free baggage tags, pass- 
port folders and is even advised of 
postal rates. When he gets home he 
is truly relaxed. The vacation has 
meant much to him. Informal dis- 
cussions with other members of the 
company have made a better sales 
man of him, too. 

The trip has also meant much to 
the sponsoring company in terms of 
future, as well as past, top perform 
ance, 

These are the results of a properly 
organized travel incentive campaign. 
The do-it-yourselfer can try it if he 
wants, but experience shows that he 
probably will not get maximum re- 
sults. For just as with any specialty, 
be it medicine, advertising, plumbing 
or painting, it is inevitable that the 
professional who has the important 
know-how, is best equipped to do the 
best job economically and effectively. 

Do-it-yourself has become one of 
America’s favorite pastimes at the 
home owner and consumer level. ‘To 
an average man, with an abundance 
of spare time and not too discerning 
an eye toward the finished product, 
or end result, it may have recreational 
merit—and may even save a little 
money. 

We feel that any responsible busi 
ness organization should not take the 
risks of the do-it-yourself program 
handling its important 
top dealers, distributors and 
Incentive travel must be 


when most 


guests 


salesmen. 


performed properly the first time. 
The End 
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Outstanding ¢ 


in the 


HOTEL 


‘onvention Address 


Southwest 


ADOLPHUS 


. Connecting Garage for 600 Car 


ment, including public add re 


Dallas 1, 1 


TWX DL 511 


yiler 


OTEL ADOLPHUS 


nN 


exa 


° Phone Rleersi 


Summary of Convention and Meeting Facilities 
ROOM 1 LOOR SEATING DINING _ 
I 11 
Grand Ballroom Lobby 1,350 1,000 8,030 
Regency Room Lobby 1,000 800 6,510 
Roof Garden 15th 500 400 3,374 
Cactus Room 21st 300 200 2,640 
Danish Room 15th 200 175 1,500 
North Room 15th 100 80 900 
French Room Lobby 175 135 2,000 
Parlor A Mezzanine 150 (33: tare 
Parlor B Mezzanine 40 40 378 
Parlor ¢ Mezzanine 50 40 627 
Parlor D Mezzanine 110 90 957 
Parlor I Mezzanine ) 20 288 
Parlor | Mezzanine 40 25 185 
Parlor G Mezzanine ‘5 65 682 
Connectts 
Auto Lift: Via Ramp. Blackboards: Portable. Lectern a? 
Standing types. Complete range of sound and projection eqi 


‘ ‘ , rr. TY 
EVERY THING 
CT f) 

» * Your carefree pleasure Por comfort 


THE BRITISH COLONIAL HOTEL 


Nassau @ Bahamas 


Now This World Renowned Hotel Offers Its Spa 
cious Tropical Grounds, Finely Appointed Accom 


modations and Unrivaled Recreational Facilities 


for Group Mectings and Conventions. 


Come to Nassau—“The Isk of June” 


For detailed information write: 


Martin Grifhth, Director of Sales, 

(Formerly Sales Manager Golden Gate Hotel 

Miami Beach, Florida) 

THE BRITISH COLONIAL HOTEL 
NASSAU, BAHAMAS 


Cable: BRITCOI 
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NASSAU + BAHAMAS 


Col. Henry 


ritish 


olonial 


R. Dutton. Cr 
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tr 7 hi tl 
Felt li 
’ le on | 


Little Touches Make a Big Difference 


G. E. finds that the little extra services and comforts you 
give to dealers on an incentive trip reap a rich harvest of 


goodwill. Even a trip to Paris can be embellished. 


\ neentive travel tr pi the one nering glamor, but is subtly appl ed 


place, perhaps, where you justifiabl with an artist dett stroke on the 
in rild the lily I he gild is not broad canvas that is a trip ot a life 
pla hed thickl onto ilre ily him tine 


"5 “Hol 


es . 
day in Paris” is cited as an example 


Cjeneral Electric Company 


ot how to apply the golden glow to 
an already bright picture. Result: 
dealers not Simply happy, but ecstatic 
Sponsored by G.E.’s Commercial 
and Industrial Air Conditioning 
Dept., Bloomfield, N. J., ‘Holiday in 
Paris” started as a bright package 
and added 
to it a personal concern for dealer 
builds 


as Paris certainly can be 


comfort and pleasure that 


NIGHT BEFORE DEPARTURE: Get-acauainted cocktail party 


58 


MORNING OF ARRIVAL: Champagne cocktail party in Paris. 
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strong dealer relations of a lasting 
quality. Little touches of considera- 
tion—rapid changes to fit new condi 
tions—made the trip more than hoped 
for by all participants. 


Standard Program 


G.E.’s incentive program was fairly 
standard in the appliance field. Deal 
ers were able to qualify for the trip 
by attaining a predetermined quota 
of commercial or industrial air con 
ditioning units. Purchase of an addi 
tional quantity but less than the 
amount needed to win the first trip 
was rewarded with a trip for the deal 
er’s wife. G.E. distributors report 


that units sell to dealers roughly for 
S| OOD - $3,000, depending on size. 


FRENCH GUIDE (pointing) explains history of palace at Fontainebleau. Two quides 


accompanied each group of 30 dealers, G-E executives and wives on Paris sightseeing trips 


Incentive program was kicked oft 
with an announcement of plans at the 
September (1955) meeting of dis 
tributors. Qualifying period for deal 
ers ran from October, '55, to April 
56, with the trip in October, ‘56. 

To stir up dealer enthusiasm, Cap 
pel, MacDonald & Co. which han 
dled details of the program, prepared 
and mailed 14 separate promotion 
pieces. ‘These arrived every two 
weeks at the dealers’ doors for the 
n 
stepped up to one-a-week mailings. 


st few months and then were 


Pieces included everything from post 
cards mailed from Paris to a package 
of French perfume. Most literature 
devoted about two-thirds of space to 
the glamor awaiting the lucky dealer 
in Paris. Remaining third covered 


the merchandising program to sell the 


units dealers were required to order 


oat ie 
to earn the trip. : MODERN BUSES, complete with intercom and radios, transported dealers around Paris. 
As developed, Holiday in Paris If you look closely you can see G-E group at Arc de Triomphe. Group missed little in city 


could easily represent a $1,200 trip 
at retail for each dealer who qualified. 
Chartering of airplanes and the spe 
cial arrangements that Cappel, Mac 
Donald made with hotel, night clubs 
and restaurants, plus their own tour 
services, cost G.E. an average of 
$750, not including the air transpor 
tation for the dealers from their homes 


to New York City. 
Buy Wives’ Tickets 


Dealers who did not quite make 
their quotas to include their wives 
were given the opportunity to bring 
them along with payment of $750 
each. (This fee did not cover trans 


portation from home to New York 7) pie 

City.) Some dozen distributors (none 8 ate. 

of whom was included in program) 

requested to take the trip in order to SHUTTER-BUGS DELIGHT: Dealers and wives snapped pictures wherever they went 
be in close contact with their best They were fortunate because most days were sunny (although this one wasn't—mist 
dealers. ‘hey paid the $750, too. blotted out Eiffel Tower), You pay a small fee to take pictures at Napoleon's tomb 
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Of G.I many commercial and wives who took the trip, G.E. divided First touch of gild was applied that 


ndustrial ai onditioning 4 stribu the group in two, a week apart first evening. Instead of bus trans- 
tor about half qualified deale1 I ransportation from home to New portation or special cab arrangements 
Qualitying dealers reportedly pushed York City was paid by G.E. on between hotel and night club, special 
to 141% of quota earned trips. handling was the rule. A G.E. host 
Credit plans of the G.E. commer Overnight accommodations were loaded taxis as badged dealers emerged 
i} and industrial department for arranged at the Belmont Plaza Hotel from the hotel. He handed the driver 
dealers generally ease the financial New York City, for group one and a $1 bill and gave him the address of 
un during the winter months at the Waldorf-Astoria for group the night club. ‘The $1 more than 
Through these redit arrangements two. Groups arrived the day before covered the $.50 to $.55 meter fare 
payment fo rit bought in the departure for Paris and allowed a good tip. The same 
October-Ap: period was deferred kvening before departure,. a cock procedure was used when dealers 
itil July, o1 til the units were tail party was staged at the Waldorf emerged from the night club to return 
old, if earlier Astoria, followed by a dinner-show to their hotel. 
lo handle the 234 dealers and it the Latin Quarter night club It was a small gesture, but psycho 


logically set the stage tora feeling of 
luxury and spare-no-expense handling 
that dealers learned to recognize all 
through their trip. 

Throughout the tour, baggage was 
handled masterfully. Dealers last saw 
their bags when they left their hotel 
rooms in New York and did not see 
them again until they entered their 
hotel rooms in Paris. Same was true 
on the return trip. They received 
their bags at the customs’ tables at 
Idlewild Airport having last seen 
them in their hotel rooms in Paris. 

First group was divided into two 
flights with departures scheduled a 


half hour apart. Same system was 


used for group two the following 


week. Pan Am used DC-6Bs. 


The New Air-conditioned 


General 
Oglethorpe 


y) 
SC, ,] rb live HOTEL GOLF CLUB COTTAGES 
— C 


The new ownership of this fine 


resort has redecorated the entire 


facilities, food and service! hotel... and two-thirds of all 
Acres of free parking space! guest rooms have been air-condi 


tioned. Air-conditioned ballrooms 
& meeting rooms! 18-hole golf 


e course on our own grounds, giant 
2: Yhal eo oe | outdoor pool, boating, fishing, 


tennis, dancing. Attractive con 


vention rates. Write for color 


for conventions up to 250—meetings 
and banquets up to 2,000 


brochure and information 


LOYD BUMPAS 
General Manager 


Preferred by most companies for their Northern 


California conventions, meetings and banquets! 


FINEST H t | One of 
Resort 0 fa California's 
Hotel in Finest 


San Francisco Resort 
Bay Area! OAKLAND-BERKELEY, CALIF Hotels! 


Just 20 Minutes from San Francisco 
Murray Lehr THornwell 3-3720 
Managing Director Teletype OA 520 
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In flight, deluxe service was offered, 
including handsomely 
venir menus, good food and an open 
bar. ‘wo hostesses and steward on 
each flight were eager to make the 
long trip (14 hours including stop at 
Gander, Newfoundland ) 
and pleasant. 

Originalls 


printed sou 


comfortable 


make a 


second stop at Shannon, Ireland, cloud 


scheduled to 


onditions over Shannon and good 


fuel supply prompted pilots to con 
tinue on to Paris. ‘his meant early 
arrival too early. 

Hotel Claridge on Champs Elysees 
had real problems. 


heavily booked by 


national Automobile Show whi h Was 


First, it was 
visitors to Inter 


on at the time. Second, early arrival 
with pre 
viou plans and later checkout time 


of G.k. did not coincide 


normal at Paris hostelries. 

lo cope with this emergency, Sev- 
A short tour 
was made of Paris to delay arrival at 
the hotel. 
four sections of about 30 each at Orly 
Airport. each small group had _ its 
own French guide and modern bus, 


eral steps were taken 


The group was divided into 


Colors were used to identify groups 
( pink 


as composed in advance remained to 


green, etc.) and small group 


gether throughout the trip 


\ econd 


delaying action Was a 


| Ne) SALES 


Yours for the asking this complete 
listing of available business films .. . for 

sales training, and other categories, too. 
COMPLETE RENTAL AND PROJECTION 
SERVICE IN ST. LOUIS AND 40 OTHER 
MAJOR CITIES 


SWANK’S inc. 


Ray Swank, Pres. 
621 N. SKINKER « ST. LOUIS 5, MO. 
PArkview 7-3630 


4 


basi 


— — 
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champagne cocktail party upon ar- 
rival at the hotel. Speedy arrange- 
ments even included a representative 
of the mayor’s office who officially 
greeted dealers with the help of two 


a complete torce of waiters was mobi 
lized tor the emergency. 

As a special gesture, a large bottle 
ot champagne was presented to the 
last dealer and his wife to be assigned 


pretty and uniformed official Parisian their room. ‘This surprise presenta 
hostesses. In his greeting (in Eng- tion was another touch of gild 
lish) he indicated that G.E.’s trip In addition to the “permanent” 


was the largest incentive travel trip guide for each group of 30, a special 


guide was available tor each group 
Buses 


were new, sightseeing type and were 


ever made to Paris. 

With the 
party, all 
available at the hotel. Hasty arrange 
ments were made to serve a meal in a 
special dining room. Within minutes, 


when it toured. incidentally, 


cocktail 


were not 


close of the 
bedrooms still 
equipped with radios, intercommuni 


cation between guides tore and aft 


and public address systen 


the most 
PAMPERED 
conventions continue 
AS USUAL al 
Boca Raton 


Raton’s new management hastens to 


Box a 


assure Convention groups that they will 


continue to be welcome at ‘the world’s 


most beautiful resort estate.” 


Boca’s championship golf course at the door, fast tennis 
courts, two olympic-size swimming pools, ocean cabana club 
and deep-sea fishing fleet provide unsurpassed recreation; 
while our entertainment program includes nightly dancing, 
movies and special events. 

A wide selection of well-equipped meeting rooms for 
groups from a score to 700 and a reputation for the finest in 
foods and beverages make Boca one of the country’s most 
desirable convention hotels. 

Boca is now booking for the fall of 1957, 1958 and 1959 
on full American Plan basis. Write for dates and details 
MT-3. 


on facilities to Convention Dept 


STUART L. MOORE, President 


a “i Yfocw lator 


Holland blub 


BOCA RATON, FLORIDA 


Dealers and wives lived in luxury 


throughout the trip. Breakfast was 


erved in their rooms each morning 


Within 12 minutes from the time 


deal called for breakfast—no mat 
ter what they ordered—it was at thei 
loo! 
ome meals were in the hotel din 
g room and others were in famou 
resta rt While menus were pre 
pares ! ivance (;.1 representa 
tives otter rged dealers to use the 
ila rte met if the planned menu 
did not offer ¢ ctly what they wanted 
It cost more but (5.1 wanted to gi 
lealers the feeling that the were 
h , 
Deal responded I hie ve 


Accountants 


DON CHURCH, Manager 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, ethcient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recemly entertained at The Belleview 
aso Standard Oil, Travelers Insurance Company, Security Mutual Life, Wirebound 
Box Manufacturers, Aetna Life, Northwestern Mutual Life, Metropolitan Life, 
U. S. Independent Telephone Association, Scientific Apparatus Makers Association, 
National Association of Architectural Metal Manufacturers, American Institute of 


quick to appreciate the added touches. 
Near the end of the trip, knowing 
that everyone had not done all the 
shopping he had planned, G.E. made 
detours to allow extra shopping time, 
and a special tour to the quaint push 
cart market was arranged to satisfy 
souvenir-hunting dealers and wives. 

Most dealers brought their wives. 
lo aid in handling the mixed group 
(5.E. executives brought their wives 
who acted as hostesses. In addition 
Cappel, MacDonald had six people 
fly with the group to Paris and had 
17 others in Paris to service every 
need 

If a dealer was of mind, he did not 
need to put his hand into his pocket 


We think you'll enjoy reading it 
your request on your letterhead to 


Productions 


DEarborn 2-0657 
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Yours for the asking... 
Mr. Meeting Executive! 


Address 


ALAN M. FISHBURN 


ee 


We’ve prepared a limited quantity of reprints of ‘“‘A 
PRIMER FOR INDUSTRIAL SHOWMANSHIP”, 
an article we recently did for Variety, the Bible of 
Showbusiness. This little piece treats some of the 
ABC’s of conventions, sales meetings and industrial 
> shows with a liberal smattering of humor. 


333 North Michigan Avenue Chicago 1, Iilinois 


perform. 


In addition, it will acquaint you with the calibre of 
the clients we have been serving since 1948, and pro- 
vides pertinent information about the many PER- 


SONALIZED SHOWMANSHIP services which we 


for a dime from the time he left home 
until he returned. All gratuities were 
paid by G.E. So scrupulously did 
(G.E. arrange to make the trip ex- 
pense-free that it even distributed 20 
franc pieces with tickets to Folies- 
Bergere so that dealers could tip 
theater ushers as is the custom in 
Paris. 

The Folies was just one of many 
entertainment features included in 
the package. ‘The Lido,. considered 
one of the best night clubs in Europe, 
was visited one night. On another 
evening, to give dealers and wives 
the “feel” of Paris night life, G.E. 
scheduled visits to three other night 
clubs, including the Moulin Rouge. 

Dealers were not herded as is com- 
mon on some we’ ve-got-a-lot-to-cover 
foreign tours. Each group of 30 was 
handled with kid gloves. Itineraries 
were given in advance so everyone 
knew what was scheduled each day. 
Dealers could leave their groups 
whenever they liked and pick them 
up later if they chose. ‘Tours, how- 
ever, were planned so well, while 
dealers had the freedom to ignore 
them, went along in most cases. It 
was the easiest way to see everything, 
especially with two guides along for 
each small group. 

When Sunday came, arrangements 
were made for dealers to attend 
churches of their choice. If not enough 
people were going to a_ particular 
service at a particular church to war- 
rant a bus, a Cadillac limousine was 
ordered. (And with gasoline at 75-90 
cents a gallon pre-Suez, big limou 
sine’s use is the uncommon sight in 
Paris. ) 

(jeorge Iwashita, general manager, 
Gj.E.’s Commercial and Industrial 
Air Conditioning Dept., and his wife 
constantly mingled among groups of 
dealers and entertained them infor 
mally when the opportunity arose. In 
this manner he was able to develop a 
close first-name relationship with each 
of them and to get an insight into how 
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the trip was going from the dealer's 
point of view. 

All G.E. and Cappel, MacDonald 
executives kept closely attuned to 
dealer reaction. G.E.’s selling equip 
ment via the incentive route was just 
part of the pay off. ‘The company 
wanted the investment to pay big 
dividends in dealer loyalty engen 
dered by considerate handling. 

For those who requested it in ad 

an additional tour of Europe 

s available at a comparatively low 

‘The extension trip visited Swit 
zerland, Italy and England at a cost 
of $250 for each dealer or wife. This 
package included air transportation, 
hotels and breakfast each morning. 
Seventy-one went on this tour. Dozens 
more wanted to Zo, but could not be 
handled because of limited air travel 

While in Paris, G.E. executives 
visited the French distributor of G.E. 
air-conditioning and refrigeration 
units. his distributor, Frigeco, S.A. 
had previously staged his own incen 
tive trip to United States. He had 
brought 20 dealers to this country 
who earned the trip in a contest to 
erect posters for F rigeco along mayor 
highways through France. 

With no expenses, dealers and their 
wives shopped extensively. They 
bought everything from a small, three 
wheeled car (to be shipped ) to a 
French poodle (taken on the plane 
home). Perfume, of course, and 
wines were popular purchases, along 
with berets gloves and etchings. 

(;ood street maps and money 
changing calculators helped dealers 
and wives to get around the eity and 
shop conveniently. As foreign tour 
ists they received tax discounts on 
many purchases. 

Based on its success with the Paris 
trip and response from dealers, G.E.’s 
Commercial and Industrial Air Con 
ditioning Dept. feels its incentive 
objectives were fully realized. Dis 
tributors who accompanied the two 

of dealers also were enthu 

Ihe Paris trip was the first 

this department of G.bk. and ap 

parently has set the pattern for annual 
incentive programs, 


a result of its experience the 


department plans to offer a 
ry trip to Mexico for dealers this 


However, distributors will han 
dle the campaign entirely, and inde 
pendently will set quotas according 
to their own regional markets 

Of one thing G.E. is firmly con 
inced: Wives are important to an 
incentive trip's success. Not only do 
they stimulate dealers to work harder 
toward quota, they make the trip 
more enjovable, harmonious and dig 


nified. The End 
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PARADISE INN — PHOENIX 


Besides good location and all other attractions of Arizona, 
Paradise Inn controls its own 18 hole golf course—one of 
the finest in Arizona, and can arrange special private 
tournaments for convention guests. 


HOLIDAY HOTEL—FORT LAUDERDALE 


One of Florida's best liked resorts. Has its own private 
secluded beach. Ideal for small meetings—close to every 
thing in South Florida. 


KING AND PRINCE HOTEL 
ST. SIMONS ISLAND, GEORGIA 


Historical Golden Isle and birth place of Sea Island Cot- 
ton. Completely restful and relaxing. Ocean breeze and 
Spanish moss atmosphere. Ideal for business meetings. 


TIDE HOTEL AND BATH CLUB 
GOLF BEACHES, on the WEST COAST 
OF FLORIDA 


One of America's best known and most popular resorts. 
Need more be said!!! 


We will be glad to provide an incentive package 
for any of these resorts. Write John McMullen 
P. O. Box 337, Memphis, Tennessee. 


Announcing a great 


new Sales Incentive 
Program 


in world-famous 


in the 


AMAS 


inique sales incentive plan 


BAH 


Here's the 1 


ever offered, designed epecifically for indus 
try! A ompletely equipped fishing camp 

1 a beautiful Bahamas setting, at the hub 
of the finest big yvame fishing waters of 
the world catering t 


* Top salesmen 

* Top dealers and distributors 

* Executive health plans 

* Sales incentive programs 

Post convention groups 

Grand opening of the new modern Seafarer's 
400 Club on March |, 1957—just in time for 
the International Fishing Tournament Season 
(March |—July 15) 

Club facilities for the most relaxing time 


of your life 
. Private swimming pool « Finest culsine 
* Twin bedrooms * Bar 

* Full stoff of servants 

Equi ment for the widest range of fishing 
* 61-foot luxury yacht 

* 40-foot sports fisherman 

* Skiffs for bonefishing 

* Native quides 


Package price includes everything —-private 

arte uind-trip alr transportation from 
M iar odyir food refreshments bait 
tackle, ete. Complete sales planning avail 


For immediate reservations write, wire, phone 
Jack Cummings, Managing Director 


FREE! “The Time of Your Life” 
illustrated 20 Page Booklet, 


AMERICA-BAHAMAS CORP. 
LOckwood 5-4484 


Please mail to me, without ae go 
a copy of the limited edition of ‘'The 
Time of Your Life 


Kensington, Maryland 


NAME 
TITLE 


FIRM 


ADDRESS 


c= 
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What You Should Know 
| About Charter Flights 


Charter airline flights can save you money or may be more 


expensive than normal rates. Rates and availability of 
equipment vary between airlines. It it wise to check 


with several airlines when you consider charter flights. 


You might consider airplane char 
ters when you plan incentive travel 
Sut when you do, keep 
these facts in mind: 


movements 


1. Charters can save you money. 


2. Charters can be more expensive. 


3. Charters 


time 


can be arranged some 


4. Charters 


sometimes. 


cannot be arranged 


A survey of major airlines points 
ip these seeming paradoxes. In es 
sence, what these statements empha 
size is that there are advantages and 
chartered 


disadvantages in using 


planes. ‘There are no hard and fast 
rules. Each trip must be considered 
separately. 

One major point to understand 
about planning a charter flight is that 
equipment of all airlines is tight 
today. No carrier has surplus planes 
‘Thus, charters can be arranged when 
and if equipment can be freed from 
scheduled service under special con 
ditions. 

‘These are some of the advantages 


of charter flights: 


1. Rates sometimes are lower than 
regular lares. 


2. Your group flies together arn 
has more fun. 


3. You get added service and can 
have special menus. 


4. You can pick time of departure 
and stops for pickups enroute. 
This is the story on rates: If you 


fill a plane to capacity and fly between 
two major cities, generally your cost 
per seat is lower than regular fare. It 
could be higher, however, if the plane 
has to be ferried (flown without pas- 
sengers) any great distance to reach 
your point of departure. 


Mileage Rates 


All airlines have rates filed with 
CAA for live mileage (with passen 
gers) and ferry mileage. If too many 
miles must be logged without pas 
sengers to reach the embarkation point 
or to return from debarkation point, 
total costs may be above regular fares. 

For instance, if you have a charter 
flight starting from San Francisco to 
New York City, it might require 
bringing a plane all the way from 
Denver. ‘The ferry mileage from 
Denver, while lower than live mile 
age, might add so much onto your 
final bill that the charter would be 
expensive. 

Say the airlines, it is best to con 
sider a charter between two regular 
points on an airline’s route. Chances 
are better that planes can be made 
available with minimum of ferry 
mileage. However, this is no guar 
antee that there will be no ferrying. 
If a plane is not available at your 
starting point and has to come from 
another area, up goes your cost. 


Problem With Total 


One of the dangers in planning a 
charter is your total passenger count. 
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World's largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 


10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 


for groups up to 2500! 6 private dining rooms, formal 


dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR 
FUN AND RELAXATION 


14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 


Supper Club — Yacht Basin — 565 luxurious rooms. . . 


ontainebleau 


ON THE OCEAN AT 4th STREET, MIAMI BEACH, FLORIDA 


For information 
write or wire 
JACK M. SLONE 
Director of Saies 


hee, 

— 

BEN NOVACK — 
President 

ae 

OUKE STEWART — 

M - 
anager 
~. 
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NEARBY 
PENNSYLVANIA 


COMPLETE 
CONVENTION FACILITIES 
FOR MEDIUM 
AND SMALL MEETINGS 


Scenic, secluded location at the 
“top of the Pocono Mountains” — 
a fine hotel with every provision 
for successful meetings. Full con- 
vention equipment, experienced 
staff, fine accommodations with 
bath, wonderful food and every 
major sport 


@ THREE MEETING ROOMS — for 
groups of 125, 75, and 50 persons 


© PUBLIC ADDRESS SYSTEM — and 


telephones in each guest room 


e VISUAL AIDS bulletins, black- 
boards, slide projectors, motion pic- 
ture projectors 

@ EXHIBIT AREA — central location 
in lobby 

@ TRANSPORTATION — near junc 
tion of Rts. 90 and 611 in the heart 
of the Poconos. Very convenient bus, 
rail, and air services 

e@ ONLY 90 MILES FROM NEW 


YORK AND PHILADELPHIA 

For additional information and 
available dates May, June, Sept., 
and Oct 1957 and 1958 and 


1959 seasons, write to 


Edward C. Jenkins, Manager 


“SKYLINE IN 


and (ota ses 


Mount Pocono, Pennsylvania 


ASAD ADAG 
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BASIC RULES FOR CONTEST 


To get your incentive travel contest off to a fast start, make sure your rules 


are complete and clear, These are the five basic rules which should be covered 


in every contest: 


1. Opening and closing dates of contest. 


. Who is eligible or how to become eligible. 


. Basis of awards—what you have to do to get what. 


2 
3 
4. Reporting requirements—how selling activity is validated. 
5 


. How and when travel will be taken. 


If, for instance, you anticipate 62 in 


centive winners and charter a plane 
that holds 64 passengers and ferry 
mileage is negligible, you might con 
sider you have a travel bargain. How 
ever, if instead of 62 winners you 
have only 55, your transportation 
costs per passenger go up dramatically. 
You might find it nearly a third o1 


more over regular fares. 


Block of Tickets 


When the total number of winners 
in a contest is in doubt, airlines sug- 
gest that instead of arranging a char 
ter flight, you reserve a block of tickets 
on regularly scheduled flights. You 
might even reserve seats on an entire 
Hight. With this reservation you have 
a Satety tactor. 
ticipate 


If less than you an- 
the trip, you merely 
notify the airline and the unused seats 


earn 


are released for other passengers. You 
pay only for seats actually used. 

Biggest savings in use of charter 
generally are on overseas flights. Just 
as in charters in the United States, 
however, availability of planes fluctu 
ates with volume of travel. Charters 
to Europe during summer, for in 
stance, are next to impossible. Chances 
are good in winter months. 

While charters are often impossible 
to arrange and may not save money, 
there still is a chance that you can get 
one at advantageous rates tor a par- 
ticular trip. Airlines suggest that you 
check as long in advance as possible 
and let them work on your require 
ments, 


Call Any Office 


K’very airline office in the country 
has direct contact with its operations 
give you fast 
answers on charter requests, 


department and can 


When you have a known number 
of passengers that will fill a plane 
call in airlines that normally serve the 
area to which you are going. There 
is no charge for the planning service 
to give you the advantage of a charter 
flight (or regular flights if the ad 


vantages are best with them). 

Secause charter rates vary from 
one airline to another, it is wise to 
discuss your travel plans with more 
than one airline. Not only may there 
be a saving in rates, but availability of 
equipment differs between airlines 
during any one period of the year. 
Here are three examples of rate dif- 
ferences (cost per mile) on similar 
planes on three airlines: 


Airline "A": 


Plane Live Ferry 
DC-7 $3.50 $1.50 
DC-6 2.95 1.25 
Convair 2.00 1.15 
Airline "B": 

Plane Live Ferry 
DC-7 $2.75 $1.65 
DC-6 or 6B 2.25 1.35 
Convair 1.75 1.25 
Airline "C"’: 

Plane Live Ferry 
DC-7 $3.00 $2.00 
DC-6 2.50 1.50 
Convair 1.75 1.20 


Lay-over Time 

Another factor that creeps into 
charter costs and availability is lay- 
over time. If a plane is required to 
wait several days before it can make 
the return trip, it is doubtful that it 
can be spared by the airline nor that 
you could afford to keep it out of 
However, if the plane can 
drop off your group and return to nor- 
mal service, you are in luck — pro 
viding another plane can come out of 
regular service to pick up your group 
for the return haul. 

Airlines turn down more charter 
requests than they can fill. This situ- 
ation may remain unchanged for a 
few years — until more equipment is 
available. However, it pays to check 
on charter possibilities when you plan 
an incentive trip that uses air travel. 
Your group may be the one out of 
100 that fits an airline’s charter avail- 
ability and can offer rate savings. 


The End 


service. 
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“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER. 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one . , 
floor, ample exhibit space and capable convention 
staff. In the heart of downtown Dallas. 


AL ABAMa reas 
yt MOTH 208 al Umes HOTEL, STEPHEN atti 
wort mA. FhFERSON t 
PS OTECT OF COLUMeIA 
MOTE WasninGtor 
I ° INOIANA 
worn ° 4 
(OuIANA 
JUNG 
il wort 
NEGRASEA 
wore F 


new MERICO 


‘0 
re a 
AFFILIATED NATIONAL HOTELS te 
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consumers ike 
demonstrations, too! 


And more and more national advertisers are placing 
sizeable portions of their sales budgets into consumer 
exhibits ...the only form of advertising that appeals 
to all five of the senses simultaneously. 


A good exhibit, effectively displayed in a proved 
exhibit market, cannot fail to get results. State Fair 
of Texas, the nation’s largest annual exposition, is 
such a market... where 2!4 million consumers gather 
to learn, first hand, what products and brand names 
to buy in their local Southwestern markets. 

If you are interested in making this year’s meeting 
of consumers a sales meeting for your product, write 
Sales Department, State Fair of Texas, 

Dallas 26, Texas. 


STATE FAIR OF TEXAS 


OCTOBER 5-20 * DALLAS 
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NATIVE DANCERS invite dealers to participate. 


Vornado Tries Off-Beat Site 


First incentive trip to Panama pays off for O. A. Sutton Co. 


Search for less exploited area ends with 450 dealers and 


wives going to site never used for inclusive trips before. 


With today’s fierce competition in 
the major appliance industry, pra 
ill manufacturers are offering 
butors and dealers home type of 


With so 


available to dealers, it is 


incentive awards 
many trips 
understandable that manufacturers 
and major distributors are searching 
continually for new destinations and 
other elements to add freshness and 
ippe il to thei programs 

exploited area, pow 


promoted, can add that extra 


I's ps toa le 
erfully 
fillip to your travel incentive pack 
aye In ecking out little frequented 
ireas, often it is difficult to find one 


with proper facilities and accommoda 


tions to house and serve large groups. 
Consider, however, that lesser trav 
is are inclined to be more 
ippreciative of incentive group busi 
ness and more cooperative than some 
more heavily trequented territories. 
©. A. Sutton Company, Wichita, 
Kan., moved into virgin territory by 
holding its first sales incentive con- 
vention in Panama. ‘This event marked 


the first time that Republic of Pan- 


48 


ama played host to an incentive group 
and as a result, travelers reaped the 
harvest of old world cordiality and 
extra services, 

Special assistant to Panama’s presi 
dent was on hand to greet dealers of 
the “Vornado” air-conditioner manu- 
facturer as they stepped off the plane. 
Panama ‘Tourist Commission feted 
them at a special cocktail party. Presi- 
dent Ernesto de la Guardia, Jr., in- 
vited dealers to be his special guests 
at Panama’s newly opened race track 
and staged a special race, ““The Vor 
nado Classic,” in their honor. Win- 
ner of the race received a “Vornado 
Cup,” filled with champagne. 

Panama, chosen by President O. A. 


LUXURY LIVING in tropical splendor at El Panama. 


Sutton and Albert S. 
president of sales, ideally combined 
the charm of the old world with the 
luxury and comfort of the new. 
Newly built El Panama, where deal- 
ers were housed, is one of the most 
luxurious hotels in the world, offering 
services and comforts dealers don’t 
find at home. Nearby towns, which 
date back hundreds of years, were a 
welcome change to sightseers and 
camera bugs. Entire area abounds in 
historical sites and pirate lore. 

Total attendance was 450 dealers 
and wives, plus distributor salesmen 
and company executives, representing 
all of United States and parts of 
Canada. ‘Transportation costs were 
paid by Sutton regardless of where 
the dealers lived. Many dealers came 
on regularly scheduled flights of Pan 
American and Braniff Airways while 
others came to Miami, which served 
as a Staging area for boarding several 
specially chartered Pan American 
Clippers. In most cases, transporta- 
tion consisted of overnight flights. 

Each plane load, on arrival, was 
quickly ushered to the airport termi- 
nal where, in a specially decorated 
room, they were welcomed by a rep- 
resentative of the President and re- 
freshed with a special Panamanian 
punch drink. Each passenger received 
a complimentary flight bag bearing 
the Vornado name and a complete 


Bross, vice- 
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HIGHLIGHT for many was chance to shop for duty-free bargains. 


social schedule of events and activities 


arranged in Panama To! his enyoy 


ment Horel rooms were pre assigned 


and each passenger rec eived his hotel 
key at the airport. During these wel 
oming ceremonies at the airport lug 


gage was rustled to I] Panama and 
placed in each guest’s room 
First day 
‘st up and become acquainted 
he hotel. A get-acquainted cock 
tail party and banquet were the onli 
lated for the first day 


Sutton picked up the tab for all 


was Iree to give dealers 


expenses Sports and other recrea 


tional activities were all strictly op 


tional. Dealers and their wives could 
lo as much or as little as they pleased. 

ial limousines were available for 
and unscheduled activities 


tr ps 


Absence oT an\ rigid program pleased 


most dealers. 
Special hospitality center was set 


n the lobby of El Panama where 


Panama Canal was 


TOUR of 
a favorite with camera fans. 


Trans-isthmus tour covered 
Canal, a motor-launch tour of 
Galliard Cut and famous Sum- 
mit Botanical Gardens, Thirsty 
sightseers were met midway 
by truck with cold drinks sent 
out from the El Panama. 
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Mac Don 


hand to 


representatives of Cappel 
ald, Inc., Dayton 
help dealers arrange thei 
Cappel, MacDonald, who 
ill details for the 
plete staff of travel professionals to 


were on 
activities 
arranged 
trip, sent a con 
Panama to coordinate and conduct all 
phases of the program. Local sight 
seeing and necessary automobile trans 
portation was handled by Red Smith 
manager, Persons ‘Travel Bureau 
Activities were varied enough to 
Highlight of the trip 


trans-isthmu 


suit everyone. 
tour! 
and Canal 
Shutter-bugs had a field day as they 
watched the locks in 
Also on the agenda was a 
tour of Gralliard ¢ 
Summit 


for many was a 


inspection of Panama 


canal's giant 
operation. 


motor launch 


and the 
(jardens, said to contain specimens of 


famous Botanical 


every tropical plant in the world 


Happy oasis in the gardens for 
truck sent ahead wit! 


special 


Was a 


} 


VORNADO DEALERS tally up day's catch on deep-sea fishing trip 


old beer and drinks for the thu 
sightseers 


On Friday 
to l aboga Island was available 


boat excursion 
Full 


party ind 


a motor 
lay trip included a beach 


swimming on the island once inhab 
ited by pirates and privateer 
deale: 


Vor 


Panama 


For the more athletic 
nado oftered golfing at the 
(jolt Club Vornado 

including caddy tee Ix 
club held Vornado 


Tournament” with a trophy for 


with paying ill 
expenses 
clusive special 
(jolt 
the winning deales 

lor fishermen there was a deep-sea 
into the P 
other big 
ping 
tilable 


! hing excursion out win 


n search of marlin and 
fish 


and 


Swimming, tenn 
huffleboard were a 
ground ol | | P 


Sper ial feature of the Vornado tt ~ 


FANE 
pony 
alia 


| 
atari into the jungles 


hunt for 


is a three-day 
wild 
1} 


of Panama to tapir 
} i I 


) | 
DOAT ANd PF ablhatanlan leopat 


Delightfully 
Different 


PACKAGED 
TRAVEL TO 


© HISTORIC BOSTON, hub of the 
picturesque Commonwealth, cruci 


ble of culture 


¢ ROMANTIC MONTREAL, foreign 
friendly city just above 


the border 


flavored 


© WASHINGTON, D. C 


number one hometown and the 


America’s 


world's most important city 


© SALTY CAPE COD, NANTUCKET 
MARTHA'S VINEYARD where surf 
sand and tangy air make dreamers 


of even the wv 1 weary and woe 
begone 

© MAINE, NEW HAMPSHIRE, VER 
MONT, the land of lakes, pine-clad 
hills and Yankee hospitality 


® MAGIC MIAMI, the sunshine cap 
tal of America and playground of 
the western worid 

For full details on INCENTIVE 


TRAVEL PROGRAMS, write or wire 


Northeast 


Airlines 


The Resort Route of the Atlantic Coast 


LOGAN INTERNATIONAL AIRPORT 
Boston, Massachusetts 


MEETING 
PLANNERS 
HANDBOOK 


Handy, pocket-size booklet contains reprints 
of some of the most popular articles on 
meeting planning that have appeared in 
Sales Meetings Magazine 


32 pages—more than 14 articles 


Send 50 cents in coin to: 
Readers’ Service Dept. 


SALES MEETINGS Magazine 
1212 Chestnut St., Phila. 7, Pa. 


_ 
oS 


activity was promoted heavily during 
the program as an extra feature and 
special qualifications were established 
for winning this safari trip. “l'wenty- 
four big game hunters qualified but 
only 17 actually participated in the 
Satari. 
conducted by a local guide by the 
Results of the 
as only a 


Panama ‘This activity was 
name ot Jungle Jim. 
safari were disappointing 
few game birds and a lone wild dog 
were bagged. 

Well received by many dealers and 
wives was a shopping tour of Colon 
of duty-free items. 
perfume and other 
were quickly used up by 


with its hundreds 
Quotas on liquor 
luxuries 
most shoppers. 

Dealers were free to eat breakfast 
and lunch when and where they chose. 
They had only to sign the check after 
adding the standard 15% tip. Meals 
were chosen from the hotel menu with 
no limits. Dinner, preceded by a cock 
tail party, was get together time. 
I-vening social events included a 
tour of Panama City night life. Sat 
irday night last night before de 
parture Vornado staged a “bon 
oyage banquet,” with all native en 
tertainment. [uchow, Panama’s fore 
most entertainer, gave a performance 


| Most un 


van and Cow bells 
eremonial dance w ith 


lal act Was a ¢ 


COAST S&S FINES 


Covmention tretil 


Staffed To Serve 
Any Type Meeting 


A tuxurlous resort hotel overlooking the Gulf 
specializing in conventions . . . finest air-condi- 
tloned meeting and banquet room in the South, 
seating 1500 experienced staff trained te 
handie « ‘package convention" for you . . . con- 
veniently located between New Orleans and 
Mobile. Write us for more detailed information. 


JIMMIE LOVE General Manager 


fighting cocks —- minus spurs. 

Controlled gambling is legal in 
Panama, and those who wished could 
try their’luck at El Panama's casino 
on the top floor. 

Sunday was departure day for 
many. Final dinner served by Vor- 
nado for those leaving late that eve- 
ning marked the end of the festivities. 


Estimated Costs 


Estimated costs were slightly under 
$500 per man. This averaged out to 
about $2 per air-conditioner unit — 
based on what Sutton sold as a result 
of the incentive promotion. Company 
paid 80% of the bill and the distribu- 
tor the other 20%. 

‘To give Vornado the edge on sum- 
mertime sales of air conditioners, pro- 
portionate quotas were set up. Dealers 
had to buy 12 central air-conditioning 
units between January | and April 15 
to qualify for one trip. By ordering 
and accepting delivery of 2+ units 
April date, the dealer 
could win two trips. 
quota was upped to 40 


before the 


By June 1, 
air conditioners for one trip and by 
July 15 


had to accept 100 air conditioners for 


when contest closed, dealers 
the same prize. By doubling quotas, 
dealers could include their wives. 
Distributor salesmen qualified for 
one trip if they signed up five indi- 
vidual dealers for the trip to Panama. 
Prompted by the success of their 
Vornado officials 
are planning a more ambitious pro- 
1957. Over 500 are ex- 
incentive 
separate 


Panama venture, 
gram tor 
to qualify for an 
three 


pec ted 
program  fteaturing 


packages. 


Resort Trips 


Smaller dealers, who normally sell 
about 20 units, will be offered a four- 
day trip to a Western or Eastern re- 
sort, depending on where the dealers 
are located. 
requiring 40 units, 
will be a three-stop tour between 
Miami Beach, Nassau and Havana. 
First package is four days; the second 
a week. Second trip will be so ar 
ranged that each group will leave 
Miami and then make both Nassau 
and Havana. 

Biggest prize—for 120 units—will 
be a 14-day trip to Madrid, Rome and 
Paris. All programs will be staged 
late September, after the sales peak 
for air conditioners. 


Second trip, 


ager to cash in on dealer enthu- 
siasm for the Panama junket, Vor- 
nado started to promote its 1957 in- 
centive plans at distributor meetings 
held last November. The End 
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Miami Beach’s newest and most luxurious hotel offers the 


WP © 10 MILLION DOLLAR” CONVENTION PLAN 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed ¢ Grand Ballroom with no view-obstructing columns 
’ 


January, 1956) cost 10 million dollars to construct, 
. furnish and equip... All _to give your group seating 2,000 at meetings, 1,500 al banquets 
0 poten + fue: mu for fun, comfort and a — , Fiye other meeting rooms for groups of 50 to 500 
‘ _ © 20,000 square feet of exhibit area 
y “a ll _ + Color circuit TV facilities 
‘ ‘ey ~~ * Tremendous pool and cabana play area 


for outdoor fun and meetings 


* Complete inventory of equipment 
' ; it GSS ee: FREE 21" TV & RADIO IN EVERY ROOM 
oo ; oy 2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
Ape ara, : GOLF DRIVING RANGE 
a wai 100% AIR CONDITIONED 
—-_ ae | “Robbie” ROBINSON, Exec. V.P. & Gen'l Mgr. 
| 3) ; ——— ' ‘ [ MORTON F. FISK, President 
@ = tt For complete information 
« OCEANFRONT at 30th STREET, Figgas. :! WRITE GEN SONS, 
KY r , Director of Sales 
al IN THE HEART of EXCITING iam BEACH : 
Lea 7 SS SS 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention  stoff. 
Color brochure on request 


The South's Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 
ALABAMA 


TEXAS 
HOTEL ADMIRAL SEMMES HOTEL STEPHEN £. AUSTIN 
DISTRICT OF COLUMBL HOTEL BROWNWOOD 
HOTEL WASHINGTON w. MOTEL BAKER 
HOTEL TRAVIS 


INDIANA woTe. CoNlTtz 
HOTEL CLAYPOOL 


LOUISIANA HOTEL JEAN LAPITTE 
UNG HOTEL CORONADO COURTS 
e @ @ CHECK THE) "~~ now sain eiata 


NEBRASEA 


_ TO “ 
WOE PARTON wOTEL CACTUS 
MEW MEXICO HOTEL manote sone 
MOTEL CLOVIS ANGELES COURTS 
VIRGINIA 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mounteln Lake 
~ > | HOTEL WADE HAMPTON Cohmmbie = HOTEL MONTICELLO Merlot 
TeLernone 
NEW YORKdurrey Hil 66090 WASHINGTON —ftxecutive 36481 
MELICO CITT ~10 4600 


CHICAGO —thorawk 45100 


HOTEL New Orleans 
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Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 


INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 


BEING MADE FOR 1957, 
1958 and 1959 


bor information write or call 
Howard F. Dugan, In 

National Sales Kepresentatives 

250 Park Avenue, New York 17 
Murray Hill 4-0004 


Loretta BF. Ziegler, Convention Manager 


Cliferd BR. Gillam, General Manager 


Sophistication of 
Dealers Dulling 


Lure of Trips? 


No, instead friendships between dealers become almost as 
important as site of trip. Dealers prefer trips to price re- 
duction. For Fedders-Quigan Corp., trip is a major sales 
tool in competition with broad-line manufacturing giants. 


LETTER FROM ABROAD: Paul Lightman, Eastern Divi- 
sion manager, SALES Meerincs, was in Dominican Republic 
while Fedders-Quigan Corp. dealers from Mid-Atlantic states 
enjoyed their incentive trip there in November, 1956. His letter, 
written on the spot, points out what extra dividends a company 
gets from contacts made with dealers during a trip and vice 


versa.) 


Ciudad ‘Trujillo, November 16, 1956 
Dear Bob 

As | promised, here’s a quick run down of facts that I gathered 
on Fedders’ trip to the Dominican Republic. | haven't attempted to 
put them down in order, but as I remember incidents and conversa- 
tion, and as they happen to be written in the notebook that I kept 
with me. 

A sales incentive trip to Salvatore Giordano, president of Fedders, 
is part of his philosophy of selling to retail dealers and distributors. 
Fedders’ sales problem is not unique in American industry. Fedders 
is an independent, manufacturing only one product, competing with 
the giants in American industry that manufacture a broad line of 
appliances. 

Multi-product manufacturers, through vast expenditures for year- 
round advertising to promote their brand names, and through their 
ability to attract retail outlets with a full line of home appliances, 
offer stiff competition to the independent that sells only one type of 
home appliance. 

Sales force of an organization such as Fedders is comparatively 
smaller than the giants’ in industry and contact with dealers is not 
likely to be as frequent as calls by salesmen who represent large 
manufacturers or their distributors. Giordano, therefore, feels that 
his problem is not only to manufacture a better air conditioner but 
to establish dealer loyalty through a close, friendly, almost family-like 
relationship with his dealers. 

Since home air-conditioning business, especially at the retail level, 
isa rough competitive, low profit business his sales problem is more 
dificult. [Exclusive dealerships are practically non-existent, and any 
body who wants to sell an air conditioner can do so, whether he is a 
serviceman, a department store, appliance dealer or hardware store. 
lo establish a close, friendly relationship with dealers, Giordano 
feels he and his staff must reach each of them personally to make 


(Continued on page 74) 
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A whole new world 


for your 


convention 


hotel cabana & yacht club 
CABANA AREA ideal for outdoor buffets. cocktail f arties and water show 


ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! 


© 14 meeting rooms or combinations . . . 

to seat any size meeting from 24 to 1600! 
¢ Monitored air-conditioning 
© Modern lighting and sound equipment 


© Outstanding cuisine. . . 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 


e Yacht anchorage on protected Indian Creek 
© 30,000 square feet of drive-in MONA LISA ROOM — this beautiful room comfortably accommodates banquets up to 500 peopl 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


¢ Olympic pool and private ocean beach 


e Over a hundred luxury cabanas 
with individual bathrooms 


e Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


e Three delightfully different 
dining rooms to suit your every mood 


© Informal gaiety and dancing in 
Harry's American Bar — Garden Café 


e Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompeit people. Four tiers assure all in attendance perfect view of the speaker's table 


ROBERT H. WHALEN, Director of Sales 
GEORGE E. FOX, Managing Director 


SEND NOW FOR COMPLETE 
CONVENTION GROCHURE 


biveprinting Complete plans and details 


see 
~“ 

you 

at 


Sa @ ‘ 
C ole we : 
Kk ” ~ 30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
< c does not alter the availability of any of the 14 Major Meeting Rooms 
New York: Circle 7-6940 + Chicago: MOhawk 4-5100 © Cleveland: PRospect 1 7827 * Washington: District 7-7346 


OCEANFRONT, 45th to 47th STREETS, MIAMI! BEACH, FLORIDA 
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Your Host ywrith the Most 


100% AIR-CONDITIONED 


RATES PER DAY 
European Plan 
BEDROOMS—Single $5 
Double (twin beds) 
SUITES 
Parlor & 2 bedrooms 
American Plan 
Single 
Double for 2 
Parlors 


persons 


Family Rate Plan 
Baby Sitters Available 


0 to $10.00 
$4.00 to $14.00 
Parlor & bedroom $19.00 to $26.00 
$26.00 to $40.00 


$15.00 to $14.00 
$26.00 to $30.00 
$12.00 Additional 


“THE GULF COAST'S FINEST HOTEL 
FOR THE FINEST CLIENTELE” 


All rooms face the Gulf of Mexico. 700 acres 
devoted to outdoor recreation. Own 18-hole 
Championship golf course within a few hun 
dred feet of Hotel—nominal greens fee 
Private swimming pool, sand beach, tennis 
courts, children's playgrounds, shuffleboard 
courts, horseshoe pitching courts, badminton, 
television, plus many other features. 

Finest food at moderate prices. Marine Din 
ing Room and Coffee Shop. Fireproof garage 
and Free outdoor parking for 1,000 cars. 
Entertainment. Salt and fresh water fishing. 
OPEN ALL YEAR 

Write for Descriptive Literoture 
Our Representatives: 


Leonard Hicks, Jr. & Associates 
New York, Washington Cleveland, Chicago 
Robert Warner, Inc 
New York, Washington, Chicago, Boston, Toronto 
AP. SHOEMAKER, JR. General Manager 
N. MEISNER, Convention and Sales Manager 


PHONE: GULFPORT 1270 


Midway between Gulfport & Biloxi at EDGEWATER PARK. MISS 


meetings at 


Grand Canyon ~ ; 


is most enjoyable in Spring, Fall and 


Fred Harvey Hotels El Tovar 

and Bright Angel Lodge on 

the brink of the South Rim 
Arizona 


are available for conferences up to 
250 between October 1 and April 30 
(except Easter week)—just when 
city hotels are crowded. Meetings 
are always well attended—every- 
body wants to see the greatest of 
the world's seven wonders. Meeting 
Rooms, Banquet Facilities. Mod- 
erate rates Conducted Motor 
Sightseeing Drives, Muleback Trail 
Trips and Indian Dances provide 
fascinating outdoor activities all 
year Santa Fe Railroad direct to 
hotels, Frontier Airlines.- Write 
to Manager W. Wallace. 


Winter—a fine side trip for conventioners 
traveling West or returning East. cera @ 


o 
TELETYPE: GRAND CANYON ARIZ. 3661 


Dont- 
Miss the Boat! 


\ 
\ - 
aa ees § 2 ™ 


ft 


Make these funpacked 
Havana or Nassau Cruises 
a part of your program 
to help build Florida 
Convention 
Attendance 


P & O STEAMSHIP COMPANY 


Round Trip 5 A 
(Every Mon. and He 

| Wed. 5 P.M.) 

| 


HAVANA or NASSAU 
via 5/s FLORIDA from Miami 


HAVANA NASSAU § 
Weekend v0 
Cruise Every 4) 
Friday 5 P.M 


INQUIRE ABOUT SPECIAL GROUP PLAN 
Arrange for your Members to come a few days early . . . or 
stay later for needed relaxation . . . by sailing overnight 
to gay Havana or colorful Nassau . . . with delicious meals in 
air-conditioned comfort . . . deck chairs . . . cocktail lounge 
and bor . all included in the low-cost fare 


. But Do tt Now! 
MIAMI 8, FLORIDA 


dancing . . 


Write for Complete Information . . 


e P.O. BOX 1349 e 


LETTER FROM 
DOMINICAN REPUBLIC 


(Continued from page 72) 


each dealer visually conscious of Fed- 
ders’ personal interest. 

The sales incentive program is only 
one part of his overall sales philos- 
ophy. However, it is one of the most 
important parts. ‘That is the primary 
reason Fedders-Quigan Corp. handles 
its own incentive program planning 
and execution. It does not use the 
services of an incentive engineer or 
incentive organization, but prefers to 
handle all arrangements with its own 
personnel, even though this method 
is admittedly more costly. 

While the cost of an individual 
hotel room may be lower when Fed- 
ders buys (because Fedders buyers are 
shrewd) when time of its personnel 
is considered in the expense of the 
incentive program plus travel in- 
cluded in the preplanning and staging 
of the meeting cost of program is 
more than if a professional organiza- 
tion had handled it. 


Dealer's Problem 


Here's an incident that may point 
out the value of having a company 
handle all the responsibilities itself. 
‘This story came from a large. ap- 
pliance dealer who had earned a trip 
with an appliance manufacturer to 
one of the Caribbean Islands sev- 
eral years ago. At the last moment, 
several days before the trip, he found 
that he could not leave the city due 
to illness in his immediate family. He 
turned the ticket over to a relative 
who could make the trip. The trip 
was handled by a professional organi- 
zation that refused to honor the trans- 
fer because the trip was for dealers 
only. 

However, he is a rather large 
dealer and argued the matter with the 
incentive company handling the meet- 
ing, who in turn tried to contact 
someone at the manufacturing office 
by mail. At the last moment, after 
hurried phone calling and much ill 
feeling, the transfer was authorized. 

Worthington Hipple, regional sales 
manager for Fedders, told me _ this 
situation could have been handled by 
Fedders, had it developed, with a lot 
less ruffled feathers. Every plane load 
of Fedders’ trip winners are accom- 
panied by a Fedders official and the 
official can make decisions for special 
situations. Since the winners are from 
the same regional area, the Fedders 
staff member, usually the sales man- 
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ager of the territory involved, knows 
them well. He knows just how much 
patting, petting or pushing the com- 
plainer warrants to smooth out any 
difficulty. In fact, Bob Moore, sales 
manager, New York and Eastern 
Pennsylvania for Fedders, told me of 
his problem in handling seating ar- 
rangements on a plane. ‘The problem 
involved a dealer and a non-dealer. 
The crew of the plane wanted no 
part of the dispute and Bob, having a 
thorough knowledge of every dealer 
on the plane, of course, handled the 
settlement in a diplomatic manner - 
most beneficial to the interests of his 
dealer involved. 


Several Days A Week 


Of course, Giordano spends a lot 
of his time with trip operations. He’s 
down here several days each week 
during the time the dealers are in the 
area. He plans his trips here so that 
he can spend some time with each 
group. He meets each of his dealers 
not only formally at the sales meet 
ings but informally beside the pool, 
on ie golf course, in the dining room 
and lobby. His purpose is to create 
the feeling that Fedders is a positive 
personality interested in the little 
problems of every dealer. ‘That this 
objective is being attained is evident 
from the remarks of Norman B. 
Chase, Ellington, Conn., who told 
me, “Anytime | want anything from 
Fedders I just pick up the phone and 
get real action. If I want to I can 
get Giordano himself on the phone. 
Even if a unit comes in with a minor 
damage, I can get it taken care of in 
no time at all.’”’ ‘This feeling of close 
relationship with Fedders personnel 
stems from the previous trips Mr. and 
Mrs. Chase earned with Fedders. 

Leonard Kowal, Flushing, N. Y., 
compared his ease of reaching impor- 
tant personnel in the Fedders com- 
pany with his problem this summer 
in trying to get two competitive units 
adjusted. ‘These competitive units 
operated improperly, according to 
Kowal, due to faulty workmanship in 
one of the parts of the unit. Each 
time he called the office of the manu- 
facturer he was referred from one 
department to another and then again 
to another. ‘The two units are still in 
his storeroom waiting for the manu- 
facturer’s salesman when he calls on 
Kowal to sell him the 1957 line. 


Incentive Philosophy 


Giordano believes that by shoulder- 
ing the details of planning and staging 
the movement 4,500 men, women and 
children (that’s the number who took 
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WHY SKYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


% Private club atmosphere, dis- Outstanding cuisine — private din- 
tinguished service ing rooms 


, . Superb facilities for relaxation and 
| ‘ 
* ge gn nae 160 ml. from recreation, including 18 hole cham- 


pionship golf course 
% Excellent meeting rooms, equipped ¥%& Beautifully appointed accommoda- 
with all professional requirements tions 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 


BOX 30, SKYTOP, PENNA. « Wm. W. Malleson, Jr., Gen. Mer 
et ee ee ae Py “di “Lae 


No resort offers a more conducive atmosphere 
for sales meetings and conventions. The unsur- 
passed facilities of the Equinox include 
© Scenic 1426 acre estate 
Convention Hall seating 300 
Accommodations for 335 persons 
New Swimming Pool and Terrace 
Private Trout Lake 
Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Club 


The food and service at the Equinox are without 


peer. Full cooperation of our staff and manage 
John J. Dewey 


Managing Director ment assures attention to every detail. 


of YUcnon Howe 


MANCHESTER-IN-THE-MOUNTAINS * VERMONT 


PENNSYLVANIA'S CAPITAL HOTEL 


The PENN /HARAIS 
ew 


400 ROOMS * 5 UNUSUAL RESTAURANTS 
¢ The Plantation ¢ Pennsylvania Grill 
© Harris Ferry Tavern ¢ Esquire 
@ La Rue Du Ville 


ith F abulovs 


MARK W. SWEGER, VICE PRESIDEN 


WHEN 


CONVENTIONS 


COME 


OUR 
WAY 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
..» for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 

. superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
. 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 
eos guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 
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the trip to the Dominican Republic ) 
his staft 
bilities of living with and caring for 
[hey not only play the 


must assume the respons! 


these people 
role of gracious host, but must become 
friend and brother, thereby cementing 
a close relationship that carries over 
into the business association between 
the dealer and Fedders. 

Mathew Rosenfeld, Ciro Sales Co., 
New York City, had two aims in 
earning trips for Mrs. Rosenfeld and 
himself. First, he wanted to see 
Cjiordano about the possibility of hav 
ing a discontinued Fedders model 
made again this year. Rosenfeld need 
ed this model for an overseas a 
count. Because the quantity might 
not loom large in the eyes of Fedders 
Rosenfeld waited until this trip to 
see Giordano socially and then sug 
ested his need for the units. Giordano 
approved the request and Rosenfeld 
will have his units. Secondly, and 
this is one of the most important de 
velopments of the trip, Mr. and Mrs. 
Rosenfeld wanted to earn this trip 
to meet with people they had met on 
the Fedders trip to Jamaica last year 
In fact, the feeling in the air here is 
“family reunion.” 

Gjiordano encourages dealers to 
earn many trips and bring along 
mom, dad, the children and even the 
in-laws. It is not uncommon for deal 
ers to earn Six or more trips. Some 
dealers pass on the trip to their own 
sales personnel for vacations 

Since travel to the incentive site is 
set up on a regional basis, many of 
the dealers originate from a com 
Yet, they do 
not know each other at home. They 
make friends here that carry over into 


paratively small area 


son ial life at home and have even 
influenced the business associations of 
dealers among themselves. Many 
dealers with whom I spoke regard the 


Kedders annual incentive trip as a 
reunion. I ran across this by accident 
next to my table at dinner. I over- 
heard an effervescent reunion meet- 
ing. Enclosed you'll find a picture | 
had taken of that group. [See cut. | 

‘The couple standing up in the pic 
ture just arrived that day and saw 
these people they knew from last 
year's trip. In fact, they had come 
down because they knew these people 
sitting at the table would be on the 
Dominican Republic trip. While they 
were talking, Worthington Hipple 
came over. He is the fellow approach- 
ing from the right. He got into the 
conversation, 

Dealers and wives were planning 
on getting together again in 1957. 
Hipple was ironing out the details as 
to the number of units required to 
earn a trip. No one was concerned 
as to where he was going as much as 
the fact that the same people were 
going to go together. They know that 
Giordano always selects a meeting 
site that offers a change in climate 
and way of life, and at a time prior 
to Thanksgiving Day. ‘The incentive 
program must be completed by 
‘Thanksgiving so as to not interfere 
with the Christmas appliance-selling 
season 

About this point of their conversa 
tion | chimed in, wanting to know 
whether any thought was given to the 
air conditioners they had to buy to 
earn the trip and the price of the 
units. I was quickly assured that Fed 
ders makes one of the best units on 
the market (Worthington Hipple 
vigorously assured me it was the best) 
and the promotional Support ledders 
give its dealers through national and 
local advertising is a big help in mov 
ing air conditioners. As to the cost 
question, every dealer knows that he 
is paying for the trip. On the ques- 
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tion: Would a dealer welcome a 
hypothetical $10 price reduction on 
each unit in lieu of the incentive trip? 
Every dealer but one said he would 
rather have the trip than the price 
reduction. They know that if the 
price were reduced, the reduction 
would be passed on in lower retail 
The dealer would not be able 
to put that money in his pocket. 


prices. 


Can Sell Trips 


If the price is maintained to cover 
the trip, and if the dealer does not 
want to take the trip, or cannot take 

he can sell it and thereby acquire 
cash. ‘he one dissenting dealer was 
Jerry Rose, of Providence, R.1. He 
says that he would rather have the 
price reduction, but then stipulated, 
“provided all dealers maintained a 
price margin whereby the $10 would 
remain in the dealers’ pocket.” 

He is a shrewd buyer and buys 
rather than _ incentive 
trips. However, he says that he had 
been to all the islands, earned trips 


merchandise 


with many companies, and incentives 
as such did not contain the thrill they 
once did. Now that many dealers 
have seen all the sights, they’re going 
to pick the incentive trip that offers 
special personal enjoyment values. 
This means going with friends or 
family, and of course this comes back 
to the idea of the family reunion. 
(The place may not be quite as im- 
portant as the people with whom you 


go. ) 
Successful Formula 


Apparently, Fedders’ incentive for 
mula is successful, for there are 75 
manufacturers of home air-condition 
ing units in the United States and 
Fedders-Quigan is number one in 
sales. Its percentage of sales of the 
home air-conditioner market in 1956 
was more than 10 times its propor 
tionate share based on number of 
manufacturers. The 1956 formula 
was so successful that Fedders had 
sold more air-conditioners by mid 
June of 1956 than the entire year of 
1955. When you remember that the 
summer of 1956 was unusually cold 
and that 1955 had the hottest July 


and August on record, this sales 
achievement in 1956 becomes more 
significant. Most interesting develop- 
ment, as I see it, is that Fedders is 
using the travel incentive idea not 
only to induce dealers to sell more 
Fedders but as a technique to estab- 
lish a close family-like relationship on 
which dealer loyalty can be built. 
Regards, 
Paul 
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Designed for 
Business with 
Pleasure 


y 
Cosa danca an 
SCOTTSDALE, ARIZONA 
(10 miles from Phoenix) 


Something 
Finthe Air... 
i Makes a Meeting Click! 


Ay 
And you won't wonder what that 


wu something is once you've made the 

R HOTEL NEW WASHINGTON your 
Seattle Headquarters for sales meet 
ings and conventions. It's the atmos 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 
of major importance to us. 


it's no wonder that in Seattle, the 
HOTEL NEW WASHINGTON is pre- 
ferred by leading national firms such | 


_— 


f 


ae 


Wy ‘ 
ty ‘ 
. {aS A. 0. Smith Corporation and Philco 
—ARIZONA’S FINEST RESORT j for their meeting headquarters. Assoc 
© Guest Rooms—luxurious and spacious! ‘!/'\ iationsalso, like the Textile and Apparel 
for 100 guests ") > Industry, headquarter) here during 
@ Meeting Room—beautiful and new, ‘\ ' 
completely equipped for 200 4) their market weeks each year, You'll 
@ Dining Room—the finest of food for M ', prefer it too, .. once you've tried it! 
150 LATE 
WV) 
® Cocktail Lounge—an intimate and ap- Ak | 
pealing room accommodating 100 Ail? 
® A_ courteous, solicitous management rat 
and staff plans everything for the OY 
effectiveness of your business meetings > 
and the pleasure of your visit { 
® Recreational facilities on our premises | 
include a heated swimming pool, 
stables, pee green, tennis court HOTEL 
and shuffleboard. Excellent golf nearby. 
© A 2,800-foot runwav for private and NEW WASHINGTON 
executive aircraft | SEATTLE, WASHINGTON | 
® Group rates during November, Decem- - ne a | 
ber, | Arey April and May are very  aaile ~igiiaae ae | 
moderate. | 
Ht DORIC 
Royal W. Treadway Nand . 
President & General Manager . 
] 
SOUTH CAROLINA’S MOST POPULAR HOTEL 
Charleston's Only Waterfront Hotel 
Completely Air Conditioned 
SUPERIOR FACILITIES FOR MEETINGS 
GROUP DISCUSSIONS & ENTERTAINMENT 
Van Allen Bealer, Manager 
At The Foot Of King Street 
CHARLESTON, SOUTH CAROLINA 
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12 Things to Tell Winners 


To make your job easier, it is best to tell winners in advance 
what to expect on an incentive trip. Not only does it help 
you but makes trip more enjoyable for all participants. 


* 


kor smooth administration of de 
tails during an incentive trip it is wise 
to make complete instructions avail 
able to trip winners in advance. ‘here 
are at least 12 points that 


should be covered to give all the facts 


major 
your traveler need and hould ap 


preciate 


1. Transportation: If your trip in 
lude paid 
winner home to a embling or em 
he should be advised 
ailable and 


how and when he is to travel. If 


transportation trom a 


barkation point 
how ticket will be made av 
transportation is not paid to assem 
bling point he hould be advised ol 
this and told when he expected 

2. Baggage: Baggage tickets should 
be supplied and information on what 
should be written on the tags should 
be explained. You should also include 
information on how bags are to be 
handled as well 


an 


is weight limits if 


3. Hotels: Pell your 
what hotels they are staying and what 
should — be 
checking in and out 


winners at 


procedures followed in 
Include facts on 
electric current 


data is important overseas. 


meal arrangements 


4. Weather: It is a good idea to 
advise winners of the weather condi 
tions they may expect. ‘his will affect 
their wardrobes 


5. Clothes: It is especially impor 
tant to women that they know what 
clothes to take to be well dressed for 
all activities planned. If Sports events 
or parties are planned, make sure to 


advise what clothes would fit best. 


6. Local customs: Much embarrass 
ment and inconvenience can be pre 
vented if winners know in advance 
what local customs they may expect. 
This includes information on gra 
hotel 


hotels in | urope, tor instance, do not 


tuities and facilities. (Some 


supply soap ) 
7, Communications: ‘Tell 


winners 
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in advance what address and tele- 
phone number they will have at the 
incentive site so that family at home 
can communicate if necessary. 


8. Documents: When traveling 
abroad, winners must have facts on 
what documents are nec essary (pass- 
ports, visas, entry permits, immuniza- 
tion records). If no documents are 
necessary, they should know this in 
advance, too. It is a good idea to 
explain the steps necessary to take to 
get proper documents when they are 
required, 


9. Personal Funds: Give informa 
tion on what expenses winners are ex 
pected to meet (valet service, bar bill 
etc.) and facts on cashing checks. If 
your site is out of the country, money- 
changing suggestions and rates of ex 
change are valuable to travelers. 

10. Shopping: Gsive hints on what 
produc ts represent the best values and 
what you are allowed to bring back 
duty free if abroad. If special con 
cessions are made on sales taxes for 
foreign travelers, this 
should be 


information 


outlined. For domestic 


some background on 


sites, supply 
shopping areas and outstanding shops. 


11. List of winners: ‘lo aid friendly 
atmosphere, prepare a list of all win- 
ners to distribute to your group. If 
possible, include hotel-room numbers. 
When your group is made up of peo- 
ple from all over the country, include 
home towns in your list. Names and 
titles of company officials on the tour 
should appear on your list. ‘This list 
makes a fine memento of the trip and 
is most convenient in learning the 
names of fellow winners quickly. 


12. Badges: Issue name badges to 
all participants on trip. ‘This aids 
recognition and helps to keep group 
together and easily identified on tour. 
Have special badges for hosts and 
guides. 

Facts outlined above can be mimeo- 
graphed or included in a_ printed 
booklet. Important thing is to pro 
vide as much information as possible 
When everyone 
knows what he is to encounter and 
how trip is being handled, he will be 


as early as possible. 


a more cooperative and happy guest. 
The End 


write rules carefully. 


CONTEST TIMETABLE 


Most incentive travel contests run from 30 to 90 days. Trips to distant places 
generally are awarded after a six-month contest. 

Contest should start from the day of the kickoff meeting. !n the first announce- 
ment of the contest, all rules and regulations must be made clear. If there is 


any chance that a rule will be misinterpreted, you can be sure it will be—so 


Teaser promotions often are sent in advance of kickoff meetings. These teasers 
should not give out any facts of contest, but should promote theme. 

Promotional material should be sent to contestants regularly and frequently— 
never less than two weeks apart, Personal standings of individuals should be 
computed frequently and publicized to contestants. 

Extra awards during contest should be inserted into program about midway 
or sooner if interest is not at peak, About three-quarters through contest, special 
awards should be made available to men who are not likely to win top prize, This 
keeps them working hard for the small award when the big one is out of reach. 

Time between close of contest and trip should never be less than two weeks. 
Winners need time to make arrangements and prepare to travel, Sponsoring 
company needs time for last minute details—especially if number who qualify for 
trip varies greatly from original estimates. No more than three months should 
elapse between end of contest and trip. 
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. TOURAVEL 


PUTS THE 
STAMP. OF SUCCESS 
ON YOUR 
SALES INCENTIVE PLAN 


PT, 


Travel Prizes have proved the most effective sales in- 
centive ever! And they're greatly enhanced by speedy, 
time-saving flight—especially when you can fly the 


VISCOUNT, world’s most modern airliner. 


Make VISCOUNT reservations to any of these popular 
tourist places—or to all major cities of the East, Mid- 


west and South. 


OA és 2 ai nae 


ms 
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' 


AIRLINES 


Capital 
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IN SPECIAL CEREMONY dur 
ing carnival competition, Presi- 
dent Watkins presents gifts 
from the businessmen of Gard 
ner, Mass., to the institutions 
of Trinidad, Later Simplex and 
Gardner bands performed. 


Simplex Cruise Is Complex Package 


Growing from simple sales incentive contest, Simplex Time 


Recorder Co. adds to program until it includes essay con- 


tests, beauty contests, two band, teachers and parades. 


A simple ale 


sometimes grow into a gigantic pro 


incentive trip can 


motion 

Simplex ‘ime Recorder Co., Gard 
ner, Mass., originally planned a trip 
to Trinidad for its top salesmen 
When their chartered ship sailed six 
months after the contest was an 
nounced, Simplex had sponsored two 
beauty contest ran a regional essay 
ontest collected pitt for the people 
of ‘Trinidad, and had arranged for 
the trip to be filmed for national dis 
tribution 

Aboard the Ocean Monarch, in 
addition to some 1 members of 
“100% Club” and their 
wives, were the Gardner High School 
band, Simplex Drum and 


Simple x 


Bugle 


Corp, 12 winners of the essay con 
test, five members of the high school 
faculty school pr ncipal chool do« 


tor and nurse, members of the Massa 


ine luding | iu 


Whittic I 


husetts yovernment 
tenant Cjovernor Sumner 
and other guests 

Project got underway when Sim 
plex decided to stage its sales incen 
tive trip to Trinidad where Simplex 
has a branch factory during the car 


nival season No hotel in Port-au- 
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Spain could provide accommodations 
during the three-day festival and Sim 
plex used the ship as hotel headquar 
ters 

When President Curtis Watkins 
Simplex ‘Time Recorder Co., counted 
the extra rooms available after a 
commodating salesmen, he invited the 
entire Gardner High School band 
all 86 members, plus faculty members 
to see that teenagers didn’t miss any 
chool work during the two week 
Cruse 

He also invited members of Sim 
plex’s crack drum and bugle corp, 
made up of Simplex employes. To 
boost international relations, Watkins 
prevailed upon lox al businessmen to 
contribute merchandise for the insti 
tutions of ‘Trinidad and then invited 
the Lieutenant Governor along to 
present them. 


Local Beauty Contest 


Closely followed in the local papers 
was a beauty contest to pick “Miss 
(jardner’ to represent the town at 


I rinidad. Pr 7¢ Was the tree cruise 


In ‘Trinidad local contestants vied 
for the title “Miss Simplex.” 

At Watkins’ invitation 230 Rotary 
clubs of New England sponsored a 
contest with free trips going for the 
best 12 essays on ‘Why My Trip to 
Trinidad Will Help Foster Inter 
national Good Will.” Only children 
of Rotarians were eligible. 

Simplex salesmen qualified for the 
trip by meeting quotas set up at the 
beginning of the contest. If a sales 
man doubled the quota he could take 
along. ‘Trinidad 
marked first time wives had been in- 
cluded on trips. Previous cruise to 
Bermuda had been an all-male affair. 
reported hearty support 
for the new policy. ) 

In January 
nounced and instructions received for 
the trip. No passports were needed 
but vaccinations were required. Since 


his wife cruise 


(Salesmen 


winners were an 


trip was in February, northern sales 
men had to rout out their summer 
clothes. 
“grayish blue dinner jacket. 
Salesmen received a package, com- 


Only extra needed was a 


pliments of Simplex, containing red 
Bermuda shorts, stockings and a pith 
helmet—their uniform for marching 
into Trinidad. All expenses were paid 
by Simplex, including transportation 
to New York. 

Gardner guests and Simplex ofh 
cials left Gardner in a special train, 
stopping off to pick up passengers at 
Springfield, Greenfield and New 
Haven. Salesmen gathered at New 
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A real African Safari . 


HAPPINESS TRAVEL SERVICE. 


saies builders... No wonder this Admiral 
promotion was such a success. It was more than just an 
ordinary sales contest. It was a real sales builder. It 
presented a thrilling challenge to every participant, made 
them real enthusiastic adventurers. It presented a theme 
that created interest as the contest developed and 
the results were even more amazing. HAPPINESS 
JOURNEYS has unlimited travel incentive opportunities 
for you . countless travel themes to build and sustain 
interest with resultant sales volume 


complete packaged travel... When 
you deal with HAPPINESS JOURNEYS. you are as 
sured of awards with real appeal. Your incentives are 
completely packaged with every detail arranged. Whether 
you want your program to have the glamour of foreign 
lands or the appeal and fascination of one of America’s 
wonderlands, HAPPINESS JOURNEYS has a travel 
package for your purpose or as the Admiral Safari 
tailor-made for your exclusive program 


Telephone, wire or write today on your letterhead for details on how 
HAPPINESS JOURNEYS can help apply travel to your business successfully! 


Happiness 


INCENTIVE DIVISION 


6 EAST MONROE STREET 
CHICAGO 3, ILL. 
STate 2-4900 
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wit» HAPPINESS JOURNEYS 


a safari... for a sales incentive? Yes! 
. arranged for Admiral Corporation 
by JOURNEYS INTERNATIONAL, the foreign division of 


let the experts handle it...HAPP! 
NESS JOURNEYS are two of the best known names in 
travel. The personnel are people who have been every 
where in the world. They have real travel “know-how’ 
This combined with expert sales promotion material will 
give you an incentive prograin that is out of the ordinary 
Whether you need a week-end trip or an African Safari, 
for one or a thousand, HAPPINESS JOURNEYS has 
a complete plan from A to Z—including all sales help and 
literature necessary to make your next incentive program 
your greatest success 


package your conventions 
Nothing insures the success and attendance of 

a sales convention like an appealing environ- 
ment. HAPPINESS will arrange trans 
portation, location and other attractions 
without charge for service 


TRAVEL SERVICE, INC. 


2 WEST 46TH STREET 
NEW YORK 36, N.Y. 
Circle 7-3645 


GLOWING WITH FACILITIES 


MEETING ROOMS CABANA 
25-800 CAPACITY TERRACE 
. 
DINING ROOMS BEACH CLUB 
25-1000 CAPACITY . 
° RECREATION 
537 GUEST ROOMS . 
55 SUITES GARAGE 
>. 


ADEQUATE 


EQUIPMENT YACHT BASIN 


EXPERIENCED ENTERTAINMENT 
STAFF NIGHTLY 
7 
J. J. FARRELL L. E. AMES 
Manager Sales Director 


PALM 
BEACH 


PALM BEACH 
FLORIDA 


. "K” Presents 


Big City Facilities With A Small Towns Convenience 


% The Midwest's best bet for sales meetings and 


convention groups from 25 to 300 people 
xf 8 minutes to airport — 3 minutes to railroad station 
x Friendly, intimate atmosphere a little city exclusive 
xp Air conditioned guest rooms and meeting areas as 
x Subway connected to other downtown hotels 


ye Six hundred and fifty luxurious rooms 


Vrite or call Earl L. Jorgensen, Director of Sales and Public Relations 


for complete details and colored brochures 


amelback Inn 


One of the world's Great 
Vacation Resorts 


; eo PHOENIX, ARIZONA 
0 180 
aoroost y \ GOLF AT ADJOINING PARADISE 
Mm 
+O 


VALLEY CLUB 
ow ote" NEW CONVENTION 
Jee anose” ROOM FOR GROUPS 


York City from all over the United 
States and Canada. All groups met 
at the pier and, with bands gaily 
blaring, marched aboard the Furness 
Line’s Ocean Monarch. 

Activities of the teenagers and 
adults were kept separate except tor 
special events. Meals were eaten at 
two sittings teenage guests ate first 
and salesmen and their guests ate 
later. While waiting to eat, salesmen 
attended a cocktail party. 

Curfew usually sounded about 11 
PM for youngsters while salesmen and 
guests were free to attend dances or 
play cards. During the day, all school 
students attended classes presided 
over by Gardner High School faculty 
members, or practiced with the band. 

Salesmen met in meetings con 
ducted by Simplex officials in the 
morning. New Simplex machines 
were introduced and plans for the 
coming year were discussed. 


Handwriting Course 


Of special interest to many was a 
course in ‘‘Functional Handwriting,” 
taught by William Rinehart, the 
originator. Rinehart, hired by Sim- 
plex, offered a system of rapid print- 
ing to replace the illegible scrawls 
encountered by home-office employes 
who fill out salesmen’s orders. System 
was particularly attractive to Presi- 
dent Watkins since most Simplex 
orders are filled out by hand in the 
client’s ofice rather than typewritten. 
Classes ran about a half-hour each. 

Salesmen or office managers with 
special problems could arrange for a 
personal interview with Watkins or 
one of the Simplex sales executives. 
Cards were given out at the begin 
ning of the trip which salesmen filled 
out if they wanted an interview. Dur- 
ing this period executives also met 
with salesmen to discuss differences 
or to iron out special problems men 
may not have been aware of. 

First day out found many absent 
from their classes. As the boat passed 
the Carolinas the wintry Atlantic 
waves took their toll of seasick pas 
sengers. Ship’s crew was kept busy 
ministering to the green teenagers 
and adults. One salesman reports he 
sat out the swaying on the floor in 
the middle of the deck. As liner 
moved into trop al waters passengers 
shed their sickness with their winter 
clothes. Swimming pool and deck 
games became much more popular. 

I-vening before arrival in ‘Trinidad 
Simplex held a traditional last-night 
out party. Costumes were required 
with a penalty for anyone who showed 
up without one. Dancing and cards 
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BUSINESS 
IS A 
PLEASURE 


at the Berkeley where 
everything is geared to 
make your sales meeting 
a big success. 


The Berkeley—within easy 
traveling distance from New York 
and Philadelphia—offers facilities 
for meetings of 6 or conventions 

of 600 in an atmosphere conducive 
to concentration. Many social 
activities for after-business fun. 
All dining and meeting rooms and 
many bedrooms air-conditioned. 
For full information, write or phone 
Mr. C. Conrad Stuart, Sales Manager— 


PRospect 5-5000 or WOrth 2-4018 
in New York 


HOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, N. J. 


Only one hour from New York 


Le Sille 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable vo 
any type of function 

@ Personalized attention to 
every detail 

® Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 


WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 
MM. P. MATHEWSON 


aces 


A M. QUARLES 


MANAGER 
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followed the party with an early cur 
tew tor teenagers. 

Trinidad was sighted early Satur 
day morning. (Few stalwart men re 
ported getting up to see the coast of 
South America as they passed about 
five o'clock in the morning.) Vessel 
was met by immigration officials and 
Trinidad 


Landing cards, filled out on 


executives of Simplex’s 
plant. 
board, were quickly stamped and col 


lected by immigration officials. 


Rockets Set Off 


As ship docked rockets were set off 


from the wharf and the “Simplex 


Steel Band” struck up the musi 
After an exchange of greetings be 
tween Americans and ‘Trinidad ofh 


cials, guests were free for a shopping 
Bands set off for 
Queen's 


tour of ‘Trinidad. 
marching practice at the 
Oval 

Everyone was the guest of the U.S 
Navy for swimming and lunch at 
Macqueriepe Beach. Navy 
‘Trinidad for de 


After lunch 


teenagers were taken on sightseeing 


site of Sunday's parade. 


nearby 
maintains base at 


fense of Panama Canal. 


tour of ‘Trinidad, including ‘Trinidad 
high schools. Salesmen took buses to 
Simplex’s plant. 


Simplex is a pioneer in founding 


industry in Trinidad. Company was 
first to establish factory under Trini 
inifi 


Sim 


aid-to-industry 
1950. In 
plex's own line of time recorders, na 


dad's program 


ated in addition to 


tive workers also assemble type 


writers, adding machines and other 
two other 


office equipment for com 
panies. 
Tourist Bureau Hosts 

Trinidad Tourist Bureau played 


host to the welcoming 
party at its headquarters All meals 
Officials cau 
tioned against eating too much native 


group at a 
were eaten aboard ship 


food because native coconut oil short 


ening can be a problem for a new 
comer. 

In the evening teenagers played 
host aboard ship to 100° selected 


Trinidad school children. Simplex 
Steel Band group, 


the music while Americans mastered 


supplied 


native 


native Trinidad dance, the “jump 
up.” (Simplex Steel Band was hired 
and dressed for the occasion.) Sales 


men and guests were on their own for 
the evening. 

Sunday was Simplex day in ‘Trin 
dad. Everyone assembled on the deck 
of the Ocean Monarch, bedecked in 
uniforms. Simplex salesmen sported 
their pith helmets and red Bermuda 


Are your conventions 
"at home" 
too conventional? 


It takeS no more time 
or money to have an 
overseas convention 


by it —, 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 


ADD PERSONALIZED PUNCH 
1 TO YOUR SALES PROMOTION 


Advertise with 


AdveTIES 


i fires-up sales and dealer program 
conventions! for Executives, Salesmun 


Dealers Valued as business gifts! 


ALLIS CHALMERS 


MILLER BEER 


‘Adver TIES WILL BE SPECIALLY MADE to 
faithfully reproduce your Trade Mark, Slogan, or 
your Product Many progressive minded con 
certs, National and International, are requiar 
users of ‘‘Adver TIES” 


This high-grade neckwear is de 
signed to your specific needs on 
Requiar or Bow Ties—styled with 
dignity’ of with the ‘unusual 
touch HAND MADE of high 
est quality to give ‘zest’ to your 
sales program convention, new 
product, or any special event 


Write TODAY for details. Fur 


nish ad —~ and give esti 
mated quantity. 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. MS 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


TRADE mate 
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World's First and Only Portable All- 


Aluminum Lectern—Has Tough Plastic 
Skin of Mahogany Woodgrain Finish 


Folds up for easy carrying or storage. 
Has adjustable light fixture. Made of vinyl 
plastic bonded to aluminum—virtually in 
destructible. A portable table model is 


also available 


Write for literature to 


ORAVISUAL CO., INC. 


Box 609A St. Petersburg 2, Fla. 


Make Your Next Convention 
or Meeting a 


TRIUMPHAL SUCCESS 


AT MATCHLESS 


LAKE PLACID 


The Most Beautiful Place In The World” 


Where Tensions Vanish and Relaxation 


Mokes for Concentration 


Complete Modern Facilities 


Finest Hotel Accommodations and Service 


@® A Wonderland of Year-Round Scenic 
Pageantry 


@ Seasonal Sports and Spectacular Sports 
Events 
7. Shops Theatres . . Church 


Easily Accessible by Air, Rail, Highway 
- Cooperation Hospitality, Service That 
Will Bring You Back to Lake Placid Again 
and Again 


THE HOMESTEAD * MIRROR LAKE INN 
HOTEL MARCY * ST. MORITZ HOTEL 
MON AMOUR * LAKESIDE INN 
LODGE & MOTEL 

OLYMPIC ARENA AND LAKE PLACID 
CHAMBER OF COMMERCE 


For Complete Information, write 


HUDSON H. TANNER-——Executive Director 
LAKE PLACID CONVENTION BUREAU 
LAKE PLACIO. NY 


shorts, topped off with white jerseys. 
Led by ‘Trinidad’s Police Band, group 
marched onto Queen’s Oval, island’s 
parade ground and cricket field. Lieu- 
tenant Governor Whittier joined Sir 
Kdward Beethan, Trinidad’s gover- 
nor in the reviewing stands for the 
hour-long parade. Gifts from the 
businessmen of (Gardner were pre- 
sented, Gifts included 14 portable 
libraries containing 99 paper-bound 


books 


Bands Paraded 


Sands, led by 


paraded through streets of ‘Trinidad 


Policemen’s Band, 


and past the (sovernment House. 
\fter lunch aboard ship, groups all 
attended children’s carnival competi- 
tion. 

‘Trinidad’s carnival started official- 
Similar to our 
Mardi Ciras, celebration marks the 
last few days before Lent. Native 
dress in costumes and vie for prizes. 


Unusual feature are the steel 


ly Sunday night 


bands, 
native to ‘Trinidad. 

Natives use steel oil drums, cut to 
varying lengths and gaily colored, for 
musical instruments. Rubber drum- 
sticks coax amazing sounds from the 
drums reminiscent of our string 
bands 

Costumes are very elaborate and 
very expensive. Natives save all year 
to rent their costumes. Leader of the 
winning band is “Carnival King” 
and a highly respec ted member of the 
community for the next year. En- 
trants file past a reviewing stand at 
the Queen’s Oval. Each group is 
allowed three minutes on the stage 
because of the large number of con 
testants Line Waiting to go onstage 


stretches for miles. 


Carnival Novelty 


Novelty to carnival goers was the 
performance of the Simplex Drum & 
Bugle Corps and Gardner band. 
(j;roups entertained but did not com 
pete. Salesmen were hot, but happy 
viewers in special grandstands re 
served for Simplex 

After Carnival Competition sales 
men visited ‘Trinidad’s Yacht Club 
or could see some of Trinidad’s night 
life 

Salesmen had plenty of free time 
for sightseeing or shopping. At least 
one-half day was set aside for un 
Monday the en- 
tire group paraded at Skinner Park 
in San Fernando, returning to the 


scheduled activities 


ship for dinner. After another carni- 
val competition, salesmen visited 


lrinidad night spots. 


‘Tuesday saw another round of car- 
nival activities and then a farewell 
party onboard ship. Salesmen could 
attend the party or go into town. At 
midnight Ocean Monarch started 
voyage home. 


No Activities 


First day out on the trip home was 
a quiet one with no activities sched- 
uled. Next day everyone was back at 
work. Salesmen attended meetings 
while students boned up on their sub- 
jects. 

Sunday afternoon boat docked in 
New York and salesmen hurried to 
their trains and planes for home. Spe- 
cial train transported rest back to 
Gardner. 


Special Film 


‘Trip didn’t end there for Simplex. 
Special film of the trip, made with 
the cooperation of the Trinidad gov- 
ernment, was made available to any 
interested group or television station. 
(Trinidad reputedly contributed $50,- 
000 towards cost of the film.) Fur- 
ness Lines purchased two copies to 
show to travel agents. Television sta- 
tions all over the country have shown 
the film—to estimated six million peo- 
ple. Requests are still pouring in with 
bookings slated to May. 

Simplex, to keep trip alive, spon- 
sored a contest among the salesmen 
and guests for the best pictures of the 
trip. First prize in two categories, 
scenery and human interest, was a 
U.S. Government bond. 

Salesmen interviewed were enthu- 
siastic over the trip. Question re- 
mains, however, whether other activi- 
ties didn’t dim the luster of the prize 
for salesmen. Instead of being vip’s, 
salesmen were just part of a bigger 
package—after working hard to meet 
quotas. 


Simplex Happy 


Simplex is happy with results. Says 
F. P. Hallock, advertising manager, 
“Results were tremendous. Sales 
went way up during the contest—and 
haven't come down yet. ‘The trip 
really paid off for us.” (Unofficial 
estimates place trip’s cost at $250,- 
OOO OOD, ) 

Simplex is readying plans for a 
1958 incentive cruise, but no site has 
been chosen. Plans probably will be 
announced at the company’s annual 
convention this vear. “It won't be as 
big as this one,” says Hollock. 

The End 
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After your Miami convention is adjourned 
vacation at the Caribe Hilton 

A Grand Award for “Salesmen it's a 

real incentive to spark any contest 

and make every man double his quota 


PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan only three hours from 
Miami, five hours from New York 


Here, in an enchanting island setting, you will en 
joy delightful days swimming in the ocean or poo! 
(private beach and cabanas at front door), fishing 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe 
ditioned Caribe Hilton has 300 rooms, each with 


Ihe air-con 


bath and ocean-view balcony. A new wing with 
100 rooms will be ready in December 195 
Plan now to visit The Caribe Hilton! 
{ t i rt ‘ ns Newe York 
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ICA ; 


; 
PROVEN SALES-BUILDERS! 
a: The trend toda is to travel prizes 
in sales-incentive competition 
Travel is dramatic and exciting 
. it appeals to more people than an 
: other type of prize. One reason 
; the winner's wife can be included! 
What uld be more attractive 
; . ¢ 
than a trip for two to Canada or 
to Europe ICA offers both! 
THE COST IS LOW! 
Travel awards are a bargain! And 
they are self-liquidating prizes 
$ are awarded for results 
’ A PROGRAM FOR EVERY BUDGET! 
5 
| ICA's Air-Centive Programs offer 
unprecedented flexibility and diter 
ity. TCA will devise a Canadian 


oe 
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PROGRAMS 


pean trip to 


or burs 
exactly 


meet your neee 


TCA HANDLES EVERYTHING! 


ICA will help to promote yout 
sales-incentive contest with free 
films, posters and other material 
And TCA will take care of all travel 


arrangements 


ine luding 


hotels 


TRANS-CANADA AIR LINES ff 


More people fly to Canada via TCA than any other airline! 


sight-seeing tours, local transporta 


tron 


ONLY TCA FLIES VISCOUNTS 
TO CANADA! 


A tip to Canada will be all the 
more enjoyable when winners go 
via turbo-prop Viscount. Why? It 

the smoothest, quietest and fastest 


wav to go! 


CONTACT YOUR ICA OFFICE 
for further information or 
A’s Air-Centive Programs. And 


avel Awards Booklet 


fora free 


THE 
DOUBLE 
INCENTIVE 


Si.ick 
charter flights 


You win both ways! Offer a flight to 
Europe as a sales incentive and 
watch enthusiasm sizzle. Book your 
winners on a Slick charter flight, and 
your incentive program costs drop A 
York-Paris round trip, for 
example, costs as little as $206 per 
person in a bona fide group 


" 
Yew 


@ Pertect safety record of over 130,000,000 pas 


enger miles 
@ free hot meals en route 


@ 4-engine DC-6's and DC-4's with modern om 


fortable interiors 


@ Experienced flight crews 
stewardesses 


neluding two 


See your Travel Agent or contact our 


Director, Charter Contract Sales 


Certificated, Scheduled Air Carrier ¢ Member atal 


S2ick 


UMWAYS (HE 
World Headquorters 


3415 Cedar Springs Road, Dallas, Texas « LA 6-7671 


oversees passenger charter « airmail « air express 
domestic and international air corgo 


Mr. Sales Executive: 


Make the information in this article available to 


wives who are included in your incentive trip. The 
hints and suggestions are based on hundreds of 
experiences in handling incentive programs. 


FOR WOMEN ONLY 


(WHO ARE GOING ON AN INCENTIVE TRIP) 


Tips for wives who will accompany their husbands: 


|. Be gracious—your behavior can affect hubby's future. 


2. Select wardrobe according to season, area, activities. 


3. Use as few pieces of luggage as possible and tag them. 


BY D. JEANETTE LUNDSTROM 


youl hus 


When you 


band on an incentive trip, yeu are, in 


accompany 


every respect, an honored guest of the 
company for which he works. Every 
one recognizes that you have qualified 
to take this trip based on your achieve 
ment and extra effort. 

The sponsoring company acknowl 
edges its obligation to please you, but 
you, aS a guest, should attempt to be 
an appreciative guest, 

Most companies that sponsor incen 
tive holidays utilize the services of a 
professional travel organization in an 
effort 
standing and memorable travel excur 


to provide you with an out 


ion. Activities and social events are 
planned for the enjoyment and bene 
fit of the group as a whole—obviously 
some people will enjoy certain activi- 
ties more than others. 

\s a guest, you must appreciate 
that everything is being done for the 
enjoyment of the entire group, not 
necessarily for you as an individual. 
If certain activities, social events, or 
entertainment 1s provided which you 
personally may not care to participate 
in——this, of course, is your privilege. 
It is not courteous or in good taste, 
however, to complain or be disagree- 
able about certain elements of the pro 
gram which do not coincide with your 


personal taste. Remember, this is a 


group enjoyment activity you, as a 
part of the group, will have a much 
better time by being a “‘good sport.” 

Most incentive trips are personally 
hosted by an executive of the com- 
pany sponsoring the trip. During the 
trip, your relations with this host and 
hostess can have a far-reaching effect 
on your husband’s business standing. 
Many executives in business have a 
strong tendency to judge men, to some 
degree, by the women they have mar- 
ried. If you are a gracious guest and 
courtesies in your 
dealings with these executives, you 
and your entire family will benefit. 

During an incentive trip, you have 
the opportunity of mingling with your 
husband’s fellow salesmen, or fellow 
dealers and distributors and_ their 
Main purpose of the entire 
travel incentive holiday is to insure 
all of you a good time and an oppor- 
tunity to become acquainted. There 
are many different ways of having 
what you may consider a good time. 
It is always wise for you to consider 
your conduct and the way in which 
you enjoy yourself in relation to your 
husband’s association with the execu- 
tives and business people who make 
up the group. 

American tourists traveling abroad 
are “Ambassadors without portfolio” 


exercise common 


wives. 
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| open the Golden Gate . 


\ 


~. 


to sales ‘ucetive 


| 


fe] 
for SALES CONTESTS 


for CONVENTION ENTHUSIASM 
for SALES RESULTS 


There’s nothing like Florida as a goal to step up enthusiasm in sales 
contests or convention plans. And when you add Miami Beach’s 
famous Golden Gate you re guaranteeing your organization a 
successful operation all along the line! 


Miami Beach vacation awards offer an even greater incentive when 
the prize is a vacation at the Golden Gate and the wife is in 
cluded. And a Golden Gate Convention Date stimulates organiza 
tion enthusiasm that means stepped up sales ... in advance! 
Florida plus the Golden Gate are naturals that spell success for 
contests and conventions. 

The Golden Gate offers you a sparkling new Convention Hall on 
its own grounds, designed so that 9 meetings can be held simul 
taneously .. . each in complete privacy. Seating capacity 1,609, 
banquet 1,200 all under one roof and with perfect visibility 
and acoustics. 

Our personalized service provides its own executive convention 
staff and public relations experts, together with a battery of confer 
ence secretaries and photographers at your service ‘round the clock! 
Ideal Golden Gate accommodations (all air conditioned) include 
hotel, motel, apartments and villas ... featuring 3 swimming 
pools, 500 feet of private beach, shopping plaza, tennis courts 
3 cocktail lounges, two dining rooms, coffee shop, dancing and 
continuous entertainment. 


As sales contest vacation incentive or convention attendance 
incentive ... the Golden Gate opens wide to your profit! Y 


a ett 


For Full Details and Color Convention Brochure, 
OLDEN Alt write Dick Frey, General Sales Mer., 
John M. Duff, Jr., General Manager 
20 ACRES (OCEAN TO BAY) AT 194th STREET, MIAMI BEACH 41, FLORIDA 
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MEETINGS 


F America’s newest, most 
OL ves 

modern stadium offers 

SALES 30.611 moderr omfort 

able arena seats; off-street 

parking facilities for more 


CONVENTIONS than 6,000 cars and buses 


over 135,000 square feet 


TRADE of field area; best lighted 


SHOWS 
EXHIBITIONS 


major league field for 
night event complete 
operating personnel always 


available moder conce 


EQUIPMENT jon stonds; dressing room 


DEMONSTRATIONS 


press box and many other 


advantage 


For full details about Municipal Stadium, Write 
CITY MANAGER CITY HALL 
KANSAS CITY, MISSOURI 
OS Re SEES omen PEM or 


Y 


OUR SALESMEN NEED 
HOME-OFFICE HELP? 


— s 
a 


Hard-selling 
visual presentations 
make their calls count 


The Chartmakers, Inc. 


v 
I 
I 


} 


COMPLETE VISUAL SERVICE 


SUAL AIDS FOR: Holding a Meeting 


1 Promotion Sellin 1 
t¢é Idea Fraining Dealers of 


480 LEXINGTON AVENUE, N.Y. 17 


MUrray Hill 8-2760 
REET 


for the United States. ‘The incentive 
traveler has an additional obligation 
in that he or she is an ambassador of 
the company sponsoring the program, 
as well as a U.S. citizen. Keep in 
mind that the people of the country 
you are visiting will judge your hus 
band’s company to a small degree 
from the way you conduct yourse}f 
When you are traveling as an in 
centive ambassador, you are probably 
Staying at a resort hotel, or traveling 
on a steamship where there may be 
other Americans who are not asso 
ciated with the incentive group, but 
are traveling independently on vaca 
tions for which they have saved a long 
time to enjoy. In some cases, these 
people are prospective buyers of the 
products or services offered by your 
husband's company and have a tend 
ency to judge the company by the way 


your group conducts itself 
Don't "Americanize" 


Unfortunate] many Americans 
traveling abroad have a tendency to 
try and “Americanize’ everything 
they are exposed to. If food, trans 
portation, accommodations, or some 
services are not exactly the same as 
it would be back home, some Ameri 
cans regard it as inferior and distaste 
ful. This is a poor attitude to adopt 
ind can deny you much of the enjoy 
ment ot traveling abroad 

Inter area or country to which you 
are traveling with an open apprecia 
tive mind, and realize before you ar 
rive that many things will be far dif 
ferent from what you are accustomed 
to at home. ‘These differences to most 
experienced travelers are a large part 
of the charm of travel itself. Plan to 


enjoy and appreciate difterent ways of 


eating, customs and recreation which 
ire new to you If you are in an area 
where I-nglish is not spoken, do not 
treat this fore yn tongue as a source 
of annoyance, but rather a source of 
interest and fun, and learn what little 
of the language you can during the 
trip 

In many cases it is a series of small 


things that make the difference be 
tween an ordinary trip and an enjoy 
able travel adventure. In the prepara 
tion of outstanding food and “‘gour 
met type’ dishes, it is normally a few 
relatively simple extra touches that 
create an extraordinary dish out of an 
everyday meat-and-potatoes meal. In 
planning and enjoying an incentive 
travel trip, vou will find, in a similar 
way, that it is a series of small things 
that can make the difference between 
a completely enjoyable travel adven 
ture and a routine vacation. Follow 


Looking for a 
location that’s 


Here is a Magnificent Tropical 
Island Paradise 


Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness 
Unexcelled Services . . . Cordial Hospitality 
Air-conditioned. Diversified facilities. 
Picturesque, sporty 9-hole Pitch 'n Putt Golf 
Course overlooking the Atlantic Ocean. . . 
described by Golfdom Magazine as one of 
world’s finest. Miles of secluded beautiful 
white sand Beach. 4 Championship Tennis 
Courts .. . Shuffleboard. 2 Fresh Water 
Swimming Pools 


Your Group is held together . . . work 
together live together ... play together 
on a delightful Resort-estate. Telephone 

or write for complete information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 


© Complete with everything necessary 
for Successful..Happy..Group Functions 


THE 


KEY BISCAYNE 
Hotel and Villas 


300 OCEAN DRIVE + KEY BISCAYNE + MIAMI 49, FLORIDA 
Telephone Miami 814-54°)1 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
EVERYTHING REQUIRED—EVERYTHING 
DESIRED FOR SUCCESSFUL 
CONVENTIONS 

Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 


A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 8B. BRUNI 
Vice President & General Manager 
ADA TAYLOR 
Director of Sales 
STANLEY 8B. CAMPBELL 
Sales Manager 
Telephene Atlantic City 6-127) 
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} CONVENTIONS 
OUTINGS 


Deep in the heart of the 
majestic Adirondacks 


e 350 beautifully landscaped 
acres 


© Challenging 2 golf courses, | 
on the premises 


e 9 Clay tennis courts 
e@ 8 Handball courts 


{ 
/ 
) 
e All water sports 
) 


Air conditioning public 
rooms 


© Every meal a banquet 
® Open-air theatre seating 700 


® Accommodations for 600 


SCAROON 


MANOR HOTEL 


on Schroon Lake, N. Y. 


PD? DL LOL” 


LLL LOL lel lm 


ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 150 guests in a 
secluded club-like atmosphere only 15 
miles to Phoenix, 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su 
perb food and well-trained service. Va- 
riety of meeting and conference rooms. 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 


ARIZONA 


READE WHITWELL «+ Mgr. 


In Chicago Call: MOhawk 4-5100 
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ing are a few easy-to-follow hints that 
will help you prepare for your trip 
and enjoy it more fully. 

You will find it most convenient to 
use as few pieces of luggage aS possi 
ble. It is always wiser to take one 
large wardrobe bag rather than sev 
eral smaller pieces. Most women pal 
ticularly those traveling abroad for 
the first time, have a tendency to take 
far more luggage and clothing than 
they will require. For a trip of one 
week, you will find that a large ward 
robe case and a cosmetic case should 
sufhce for your requirements. Avoid 
heavy old-fashioned luggage or trunks 
which will add to your handling prob 
lems and possibly make your luggage 
overweight in the event you are tray 
eling by air. For a cruise, a small size 
steamer trunk is advisable. 


Packing Is Easy 


Packing a Suitcase is quite simple 
if you just remember to put heavy 
articles like shoes on the bottom; 
your medium weight sport clothing in 
the middle; and those light frothy 
party dresses on top. Small items such 
as socks, belts and lingerie are easily 
tucked inside shoes and into unused 
corners. Remember to leave enough 
room in your bags for purchases you 
know you will make on your trip 
You are advised to pack cosmetics, 
breakable articles, liquids and fluids 
in your cosmetic case and carry them 
with you. Any of these items, if 
packed in with your clothing, can 
easily be broken, and ruin your entire 
wardrobe, 

All types of transportation, air 
rail and steamship, have restrictions 
with regard to the weight of your lug 
gage and in some cases, the number of 
pieces you are permitted to carry. Be 
sure to check with the representative 
of the transportation organization yot 
are using to be sure that your luggage 
conforms with weight and other re 
quirements. Excess baggage can be 
extremely costly and in some unfor 
tunate cases people have not been 
permitted to take all of their luggage 
with them. 

Always identify your luggage with 
a tag bearing your full name and 
home address. ‘This facilitates han 
dling of your luggage and is a neces 
sity in the event it should become 
misplaced. It is normally good pro 
cedure to keep your luggage locked 
but have the key handy, as you may 
be required to open your luggage 
while passing through customs. 

In your travel wardrobe selection 
consider the climate of the resort area 
to. which you are going. In some 
tropical locations, nights may be cool 


KANSAS 
CITY'S 


MODERN. 


FINEST 


facilities for any 


For... 


type of indoor event. Arena 

SALES floor 127 x 210 ft., 10,500 

MEETINGS seats; Exhibition Hall, 
J 


90,000 $q ft.; Little The 
CONVENTIONS otre, 26 meeting rooms 


seating from 18 to 428 
TRADE Air-conditioned Tunnel 


connection to modern 1200 


SHOWS 


cor underground Auditor 
ium Plozo Garage and to 


EXHIBITIONS 
Muehlebach and Aladdin 


EQUIPMENT Hotels, in heart of down 
DEMONSTRATIONS Bitte 


For full details write 


Manager, MUNICIPAL AUDITORIUM 
KANSAS CITY, MISSOURI 


HHH HH 


Closing + Sale 


A 16mm. sound motion picture 
featuring BORDEN and BUSSE 


SEE: 
. 
tr how sales champs weave a thread of 


closing a'l through the presentation 


te methods topnoichers use to find the 
key issues for closing 


% how to translate product features into 
order-winning buyer benefits 


W how to rivet the customer's attention to 
the presentation 


%& how winning salesmen ask for the order 
al closing time——repeatedly, if necessory 


You can rent of buy a print of CLOS 
ING THE SALE. Details, plus our new 
film catalog, mailed on request. Write 
fo— 


D A RIN FI [ H po U my $ 


TRAINING FILMS 


4660 Ravenswood ° Chicago 40, Ill. 
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thus an evening wrap or sole is neces- 
he sary. You may be traveling to a resort 
during the season when intermittent 

of Porson rains are prevalent, so you would 

want a raincoat. A good rule in plan- 

SS ning your wardrobe is to assume you 


will wear the same type of clothing 
at the resort you would wear at home 


ATLANTIC CITY, W. J. during periods when the temperature 


Outstanding Facilities is similar. 


In advance of your trip, your spon- 


* . . . 
at Sensible Prices soring company will supply you with 


a detailed social schedule and instruc- 


A. Ty oe a genrenine, yong tions regarding the number of social 
investigate the facilities at the Jefferson events planned. Most incentive trips 
. Atlantic City's leading moderately - . . 
astesd tatel Pemecs ter We eunetent feature some social functions at which 
, ~My. RL BR you will enjoy dressing in formal or 
stefl i your assurance of « most success- sem formal attire. y our dressy cot- 

ful meeting 
tons or cocktail dresses will always 
@ UNEXCELLED LOCATION be proper, however, remember that 
—in the heart of the resort, these items are space-consuming and 
convenient to railroad and bulky to pack and usually one or two 
bus terminal. such articles will be adequate. Re- 
= BANQUET ROOM — seat- member, you will spend very little 
ing 1230 persons. time in formal clothing and the ar- 
@ SEPARATE MEETING ticles you take should be in propor- 
ROOMS accommodating 35 tion to the usage they will receive. 


to 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

@ SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. Same as in large Ameri an cities. 

© EXPERIENCED STAFF to Slacks, shorts or other abbreviated 
handle all details. 


For complete details and information 


Resort areas and luxury hotels dif- 
fer widely in the type of dress that is 
proper. It is normally safe to assume 
that if you are traveling to a cosmo- 
politan area such as Havana, Mexico 
City or Paris, that dress at the hotel 
and on the street will be much the 


attire is not proper in public in such 


a ite keioes aeite ae cosmopolitan areas. Other truly re- 
sgiapbece Charlies A. Fetter, General sort areas such as Miami Beach, 


Hawaii or Nassau are far more cas 
ual, and leisure wear such as Bermuda 
shorts, peddle pushers and sports 
clothes are entirely proper almost any- 
where. 

Normally, you can assume that any 
first-class resort hotel will take a dim 
view of bathing suits and abbreviated 
outfits in their lobby and dining areas. 
Coats, ties, and street-length dresses 


Jefferson Auditorium are required in hotel dining rooms in 
Atlantic City’s Newest & Finest the evening. . 
Completely Air Conditioned At most tropical resorts, other than 


large cosmopolitan cities, you will be 
, , P most comfortable and properly attired 
Where else in this wide, in sports clothes during the day. Light 
cotton dresses, Bermuda shorts, ped- 


wide world as wonderful! dle pushers, slacks and other leisure 


clothing will properly comprise the 
THe greater part of your wardrobe when 
you are going to a tropical seaside 


Give seri onsiders 
oauas diene « weed Uhroet s1V “pwn con — to 3 
) ’ *creational activities avail- 
White Mountain 3000 acre resort with every convention sports and recreational activities aval 


facility at no extra charge able that you plan to enjoy. Sun , 
® Accommodates 500 from June 15 to July 15 & August |5 . “ 

to October IS: 100 from July 15-August {5 glasses and a pair of low-heeled walk- 
e ly ft, exhibit space, PA system, all visual aids, ing shoes are necessities and should be 
© Banquet facilities for 550, 10 spacious Conference Rooms worn particularly during sightseeing 
@ Fine culsine, 3 cocktall lounges ips. If Re ae he beach ; : 
© All sports — 18 hole course, fishing, swimming, etc. trips. f you enjoy the beach and 


, a Seg anita sé “i pool, you will want your swim suit 
or rates on falls write or phone: Wm. E. Browa, Mg , Dtxville s . 
Notch, N.M. Disville 9010 as well as a long-sleeved beach jacket 


SM/MARCH |, 1957 


vs 


e 


which will serve two purposes — to 
protect you from the sun, and for 
wear between your hotel room and 
swimming area. (A rule at most 
hotels. ) 

Deep-sea fishing, golf and other 
outdoor sports will require clothing 
capable of protecting you from the 
intense rays of the tropical sun. It is 
seldom wise to bring sporting equip- 
ment such as golf clubs or fishing 
equipment, as these items normally 
are available for rental at moderate 
rates and bringing your own greatly 
intensifies weight problems. 

New synthetic fabrics are particu- 
larly suited for travel. They are light 
in weight, can be quickly washed and 
dried during the trip and are wrinkle- 
resistant. One nylon blouse can serve 
the purpose of three regular cotton 
blouses. Most synthetic fabrics also 
tend to reduce the overall weight of 
your clothing to conform with bag- 
gage allowances. 

It normally adds to your pleasure 
to pack minor items of personal com- 
fort which might be difficult to obtain 
at the resort to which you are travel- 
ing. If you enjoy certain brands of 


soap, cosmetics, or other preparations, 
include them in your cosmetic case. 
If you wear eye glasses, it is recom- 


et us help make your next 
sales meeting the best one yet — 
at WORLD-RENOWNED _¥ 


eart of wonderful northern 


_ in the h cles conference, 


Wisconsin. Take y 
convention and sta 
other world.” 


our % 


#{ meetings into “an- 


owner manage 


ilities, 
Incomparable fac » conference 


h. Privat 

nt; easy to reac — 

aa banavet and cocktail party — 

ms rmet food. Steam health baths, in a 

poor ser oe pool, and all types of sports. 
swi ‘ 


Write or| phone us. 


LORETTA SULLIVAN FRANCES BLACKLOCK 
28 E. Jackson Bivd. Route |, Box 37 
Chicago, Illinois, Phone: | Hopkins, Minnesota 
WEbster 9-7372 or 9-7362 | Phone: TUxedo |-6159 


CLEVELAND OFFICE: PRospect 1-7827 


WASHINGTON OFFICE: EXecutive 3-6481 
NEW YORK OFFICE: MUrray Hill 6-6990 
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mended that you bring an extra pair, 
so that in the event you should break 
or lose your glasses, you will still be 
able to enjoy your trip. If you are 
in the habit of taking vitamins or 
require special medication, it is ad- 
visable to bring the necessary pre- 
scription or medicine with you. 

Most people who travel enjoy send- 
ing cards and messages to their friends 
—but often forget to bring along an 
address book. 

In making your purchases abroad, 
full consideration should be given to 
U.S. Customs Regulations. Very 


Plan yur 
Lakes region of 
a 


l’rivate golf course 


tobogganing 
Meeting and 


Write John J 


/ convention \ 


IDENTIFICATION 


BADCES 


ADVERTISING BUTTONS 


SOUVENIRS ae 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical Items, Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


WRITE for catalog, sampies, and 
prices, stating probable quantities 
required. 3 


NOVELTY COMPANY 


3510 So, Western Ave. 
Chicago, Ill. 
Menetacterers Since 1897 


PARISIAN |: 


59 d \ 
at 


Convention 
Wisconsin 


or train 

Kings Gateway Hotel 
with no outside interferences, plus planned year-round recreation 
tennis 
dancing and entertainment 
tows (instruction and 
sk ijoring 
Dining 
American Pian available 


Garber, General Manager, Telephone: Land 0 


the KING'S GATEWAY 


CHICAGO OFFICE 
DE 7-8033 = 


and inn has all 


all necessary 
skating 
space to 


often, when you exceed your customs 
allowance, an item which appeared 
to be an attractive bargain may be- 
come an overly expensive purchase 
because of customs and duty fees. If 
you are out of the continental limits 
of the U. S. for at least 48 hours, you 
are permitted to return with $200 
worth of purchases duty-free. Should 
you be out of the continental limits 
for 12 days or more, you may return 
with up to $500 worth of personal 
It is wise not to 
restrictions 


purchases duty-free. 
exceed these customs 
unless you find something unique. 


This year meet someplace different 


Meeting in tl beautiful, world-famous Land O 


Convenient 


easily accessible by a aulo 


modern facilities for Meetings 
horseback riding excellent fishing nightly 
Fall and winter sports include skiing— ski 
equipment snowshoeing 

ioe fishing—hunting 

accommodate groups up to 150 persons 
All inquiries appreciated and answered promptly 


Lakes 2611 


avallable 


Are your conventions 
"at home" 
your 


leaving 


sales force cold? 


It takes no more time 
or money to have an 


overseas 


convention 


be 


by air... 


for full informat on write 
Pan Americ an, P.O. Box 1790 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 
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WHAT IS AN 
ENTERTAINMENT 
CONSULTANT ? 


A specialist in the 
application of show 
business techniques to 
the particular problems 


of your business 


Oe Yh 
HOWARD LANIN 


Industrial PRESENTATIONS 


Division of Howard Lanin Mgft., Inc 
113 West 57th Street, New York 


FOREIGN TRAVEL 
SALES INCENTIVES 
ON A BUDGET 


Chalfonte-Haddon Hall Hotels offer you 
a plan whereby you can get the spark and 
thrill of a foreign travel incentive plan 
without the winners ever leaving the 
United States and without the need for a 
big budget. The plan includes trips to the 
Caribbean, the South Seas or 
France, and will be available in January, 
February and March 1958 


Paris, 


arly inquiries are 
suggested. Write I 
D. Parrish, Director 
of Sales, for avail 
able dates and addi 


tional mformation 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, NJ 


Owned & operated by Leeds & Lippincott Co. for 6/ years 


EXECUTIVES 
R W LEEDS « JOSEPH |. McDONELL 
) H LIPPINCOTT, JR. « E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM « JAMES E. KNAUFF 


In packing for your return trip, I 
suggest you pack all of your pur 
chases in one bag, or in one location 
of a large bag which will facilitate 
thei inspection by customs officials. 
In most cases, you will not be per 
mitted to bring plant and animal life 
into the U.S. because of Agricultural 
Dept. restrictions. 

Purchase ot large, bulky or heavy 
items is not recommended, as what 
you save on the purchase price may 
well be spent later in excess baggage 
or shipping charges. Careful consid 
eration should be exercised in the pur 
chase of extremely fragile and break 
able items which could easily be de 
stroyed or broken in your luggage. 

In most foreign areas, liquors are 
an attractive purchase and represent 
You are 
permitted to bring back one gallon 
(five fifths) of liquor duty-free on 
return to the U.S. Basically, the best 
values are liquers and expensive whis 


attractive values in price. 


keys which carry high prices in the 
ce 

Conside your purchases carefully 
as many items, particularly of U.S 
make, are as expensive in foreign re 
sorts as they are back home. Usually, 
you will find your best buys among 
items which are locally made at the 
resort you are visiting, or items that 
carry a heavy tax when purchased in 
the U.S. 
elry. Do not spend your entire duty 


perfumes, watches, jew 


free allowance in the first shop you 
visit. Shop around before making 
your purchases in order that you fill 
your customs allowance with those 
items you find most attractive. 

In your hometown, most of the 
merchants are reliable businessmen 
who attempt to give you good values 

unfortunately, a few are not. The 
same situation prevails in most for- 
eign cities and resort areas. It is rec- 
ommended that you check with your 
professional travel guide who is di 
recting your trip in order to leran 
which shops have a reputation for pro 


viding a good value and reliable serv 
ice. 

Many Americans traveling abroad 
have a feeling that foreign merchants 
are all tending to take advantage of 
them. Basically, this is not true and 
you will find most shops willing to 
please and attempting to provide good 
values. If you are in doubt regarding 
the value of a particular item, by all 
means inquire prior to purchase 
afterwards may be too late as you 
may not have an opportunity to re 
visit the shop or they may have a “no 
exchange or return” ruling. 

If your incentive trip will take you 
out of the United States, it is probable 
that some travel documents will be 
necessary to obtain admission to the 
country you are visiting and to gain 
re-entry into the United States. 

In all cases, you should Carry on 
your person some proof of U.S. citi 
zenship such as a birth certificate 
voter’s card or baptisimal record. ‘The 
documents necessary to enter most of 
the Caribbean Islands and other near 
by foreign resorts are normally sup 
plied you by the company sponsoring 
your trip. 

Travel to Europe requires a pass 
port which you must obtain yourself. 
Passports frequently take as long as 
three to four weeks to obtain so it is 
suggested you contact your local im 
migration service as far in advance of 
your travel dates as possible, in order 
to be sure you will have your passport. 

Foreign travel frequently requires 
inoculation — in every case at least 
inoculation against small pox. A small 
pox inoculation certificate is readily 
obtainable through your local board 
of health, and you can be inoculated 
by your family doctor. I suggest you 
be inoculated as far in advance of 
your travel as possible in order to 
avoid the unsightly results of a posi 
tive reaction ruining an otherwise 
lovely picture of you in that beautiful 
strapless cocktail gown. 

The End 


DOCUMENTS FOR TRAVEL ABROAD 


No Passports or Visas Required: 


Bahamas, Barbados, Bermuda, British West Indies*, Canada, Cuba, Dominican 
Republic*, Hawaii, Haiti*, Honduras*, Jamaica*, Mexico*, Panama*, Puerto Rico. 


Passports, but No Visas Required: 
France, Germany, Great Britain, Italy, Netherlands, Spain. 


* Tourist or landing cards required—can be obtained from transportation com- 
pany, except Mexico which issues travel cards through consuls, (Fees: Haiti, $1; 


Mexico, $3.) 


Note: Proof of vaccination within last 3 years is required for re-entry into the 


U.S., except travelers in Canada. 
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DELTA DC-7’s SERVE 
‘fi the most important 


hee 


CONVENTION CITIES 


Fly Delta to your business meetings or conventions. Experienced per- 
sonnel will help you contact members, reserve space and make all 
arrangements for your convention flights. Delta offers wide choice of 
flights and fares from the economical daylight and Owl coaches to 


the Golden Crown DC-7’s. 
Finest Airliners 


DC-7’s are the World’s Fastest and 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


NEW YORK 
WASHINGTON 


CHICAGO 
MIAMI 

NEW ORLEANS 
ATLANTA 
HOUSTON 

ST. LOUIS 


One of America's 
Pioneer 
Scheduled Airlines 


“Wina trip to Puerto Rico” is 
a powerful sales incentive 


Easy to get to 
hours by air from New York and less 


More and more sales managers are finding 
that trips to this sun-drenched Caribbean 
island make excellent incentives for their 
top salesmen. Here are just a few of the 
reasons why. 

Your sales winners and their families 
will find a world of wonderful things 


to enjoy in Puerto Rico 


rOP CORPORATIONS CHOOSE 
PUERTO RICO 
These are just a few of the 
famous firms that have sponsored 
incentive trips to Puerto Rico: 
Buick Motors 
Joseph Schlitz Brewing Co. 
Hotpoint Sales Co. 
Studebaker Corporation 
General Electric 
John Deere Co. 
Norge 
Singer Sewing Machine 
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rhere is magnificent deep sea fishing 
with almost a guarantee of catching a 
whopper. The sailing and swimming 
are superb—temperatures stay in the 
balmy 70’s all year ‘round 


Sightseeing is rich in variety with old 
Spanish towns and fortresses, tropical 
rain forests, mountains and miles of 
quiet beach to explore. (And wives are 
delighted with the shopping they find.) 

Night life in Puerto Rico is cosmo 
politan, charming and gay. You can 
enjoy Spanish, French, Italian, Ameri- 
can, Chinese or delicious Puerto Rican 
meals. The dancing and entertainment 
at hotels and clubs are excellent 


New Hotels —Four new ultramodern 
hotels will soon be in operation and 
some of the present hotels are adding 
new wings. They offer first rate air- 


conditioned accommodations. 


Puerto Rico is only 


than 4 hours from Miami. There is no 


ti “ye {Wow York Ty 
| Washington | 
| 


Pe o [Mershe | 


[Atios te}. 
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red tape, no need for passports or for 
eign currency. You are at home abroad 
in Puerto Rico 

See your Travel Agent or call Chuck 
Naya at MU 8-2960 in New York. o1 
Dept. SM-9, Commonwealth of 
Puerto Rico, Division of Tourism, 579 
Fifth Avenue, New York 17, N. ¥ 


write 


/ 

° . . , 
Virginia's Bost 
Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 


Managed and Tastefully - Appointed 
Hotels, 


fe! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Ywelte Room, on mele 
lebby fleer, seats up te 


AIR-CONDITIONED Patrick Henary-Stonewall 
Jackson Reom (600). 
AIR-CONDITIONED George Wythe Room (180). 


ROOF GARDEN accommodates 500. 5 additione! 
AIR-CONDITIONED CONFERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


_ vv ba 
Ia Ny 
(\ etna i) 
Ba id ltl 

234 a 7 


H+! Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Reet Garden 


300 Beautifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


ppt crate nH 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Reoms. Rates from $3.50 


HOTEL RICHMOND 
300 Rooms. Rates from $4.00 


HOTEL WM. BYRD 
200 Rooms, Rates from $4.25 &s 


Write for FREE, Interestin Brochure, F 
Giving Full Convention Facilities In Dee © 
tell and Fioor Plans! 


TWX Connects all 6 Hotels i 
MAH 14041014004LAIOOIOOALOAOONOLLVONUU HEL AULT LOLOL AON NAPE 
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Promotional 
Material Is 
Your Big Bargain 


Many of the materials to promote your incentive travel 


campaign are free or inexpensive. Check list offered on 


popular materials used to excite interest in your contest. 


Promotional material for an incen 
tive travel program is the biggest bar- 
gain you will come upon. Why? Be- 
cause so much of it is free. 

Your airline or steamship company 
is happy to supply materials for your 
kickoff meeting and subsequent mail 
ings. Much of the material will be 
free, and charges for other pieces will 
be reasonable. If you use an incentive 
company, it will prepare promotional 
materials for you at reproduction cost 
(creative talent is supplied free). 


Offered Free 


Here are some of the things you 
might have free from an airline: 


1. Picture post cards 

2. Baggage tags and stickers 

3. Imprinted menus 

4. Travel brochures 

5. Facsimile tickets 

6. Slides or motion pictures 

7. Posters and photographs 

8. Speakers to address meetings 

9. Uniformed hostesses for meet- 
ings 


In addition, at low cost, your trans 
portation line usually can supply some 
souvenirs of the area to which you are 
traveling. 

Hotels, chambers of commerce and 
tourist bureaus have free brochures, 
post cards, maps and literature avail 
able for groups planning to go t 
their areas. 


Effective Mailings 

Standard but effective mailings are 
letters and picture post cards from the 
hotel or city that is site of your trip. 
These are easily arranged by your 
hotel or transportation line and are 
inexpensive. More glamorous mail- 
ings include envelopes of sand (from 
seaside resorts), small gifts or novel- 
ties characteristic of the area or city 
of your destination, and official wel- 
come proclamations from government 
officials. 

This check list of popular promo- 
tional material offers suggestions of 
all the things you can use for your 
incentive campaign. 


PROMOTION CHECK LIST 


For Meetings 


For Mailings 


For Office 


Posters Brochures Bulletin Boards 
Banners Travel Literature Progress Charts 
Films Bulletins Special Memos 
Recordings Special Letterheads Calendars 
Decorations Post Cards Wall Charts 
Speeches Proclamations Streamers 
Hostesses Broadsides Desk Pads 
Badges Souvenirs Pencils 

Hats Wives’ Literature Maps 
Pamphlets Sales Manuals Stickers 
Tickets Place Mats Lapel Pins 
Novelties Puzzles Displays 
Exhibits Baggage Tags Matches 
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Off to Africa 


On Jungle Safari 


Admiral sales contest offers 21 
days in Kenya jungle for winners. 
Incentive campaign plays safari 
New titles for all. 


theme to hilt. 


From Admiral appliances to zebras, 
lions and leopards in the jungles of 
Africa! ‘That was the thrilling and 
hair-raising experience awaiting win- 
ners in an unusual and exciting incen- 
tive program. 

In planning their program, Ad 
miral Corporation executives 
decided that a major appliance contest 
deserved spectacular awards for win- 
ners. And what a more glamorous 
and dramatic than an African safari 
complete to the minutest detail. 


sales 


"Sales Safari" 


On February 1, E. C. Brauning, 
Columbus, Ohio; John M. Hill, Kan- 
sas City, Mo.; Dr. J. J. Kirby, Butte, 
Mont.; and A. Garnich, Ashland, 
Wis., lucky winners of the Admiral 
“Sales Safari,” left Chicago for Nai- 
robi, Kenya, Africa, for 21 days of 
big game hunting. 

Journeys International, foreign 
travel division of Happiness Travel 
i as well 
Chicago to 


Service, arranged the safari 


as transportation trom 
Africa and return. Leaving Chicago 
via American Air Lines for New 
York City, the party boarded a Pan 
American Clipper for Rome, where a 
short stop was made to see the sights 
of the “Eternal City,” 
tinuing via British Overseas Airways 
to Nairobi and the great adventure 


before con 


ahead. 

Under direction of Colonel Eric 
Noonan, Jo irneys International, who 
from one of his 


recently returned 
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numerous trips to Africa, all of the 
many and varied details of the safari 
were arranged. Every provision was 
made for the comfort and safety of 
winners. Double, fly-sleeping tents 
with bathroom and verandah attached, 
dining tents, linen, lamps, water fil- 
ters, radio, refrigerator were but a 
part of the complete store of equip 
ment and supplies carried. ‘The safari 
included two white hunters, native 
gunbearers, skinners, drivers and per 
sonal Special rifles were 
provided in addition to the personal 
arms carried. 


servants, 


Licenses Obtained 


Licenses secured for each 
winner to bag one lion, buffalo, etc. 
Arrangements were also made for 
unusual camera hunting “shots.” 

Admiral Sales Safari Contest started 
on July 6 and ended on September: 


were 


27. The country was divided into 
eight sales or hunting districts; each 
district named after an African colony 
or district such as Kenya, ‘Tangan 
yika, etc. Distributors received kits 
containing colorful promotional ma 
terial featuring the African safari 
theme. A journey to adventure was 
the keynote ‘“‘a journey that can take 


you from the jungles of concrete to | 


the deepest jungles of Africa.” 

Each distributor salesman was en 
rolled as a member of his safari, pro 
vided he 
These 


a hunting license 
were attractive wallet-sized 
cards with a typical African safari 
scene. ‘These authorized the holder to 


Sec ured 


launch his “own personal safari into 
the jungles of neon and concrete.” 
Applications for the licenses were sent 
in by the distributor who was called 
“Game Commissioner” for his colony 
or district. The license was signed 
by “Chief Game Commissioner” at 
the headquarters of Admiral Corpo 
ration, Chicago, and had to be re 


wy 
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WOTEL COR OF AMcRICA 


Hotel Corporation 
of America 


A. M. SONNABEND, President 


o 
A select group 
of the nation’s 
finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 

Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edgewater Beach Hotel 


BOSTON 
Somerset Hotel 


Write Harold J. LaFrenere 
for complete information, 
Edgewater Beach Hotel, Chicago 
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Feople MAKE CONVENTIONS GREAT 


The right people, produce meetings wherein ideas emerge to advance a 
business, industry or profession. Imaginative planning, adequate facilities 
and competent management create the atmosphere and provide the 
services and facilities every great convention needs. 


and speaking of people ... the Di Lido’s Management-Sales team's years of experience and 
know-how makes conventions and meetings held here a credit to their sponsors. 


FRAN CRANE JIM CARROLL 


. 
The Di Lido’s General Man- 


General Sales Manager 
ager knows how to provide 


over 10 years with the City 


of Miami: Beach Convention 
Bureau as Convention Repre the necessities and create 


sentative. An expert at the atmosphere essential to 


le ‘ ventions c cessf meet 
ylanning con ’ 
4 d successfu 9 


YOU HAVE THE RIGHT COMBINATION AND 
FACILITIES FOR A GREAT CONVENTION 


Located at the Convention Crossroads of the World, the 
Di Lido offers the finest facilities available anywhere: 


AT THE 
THE HOTEL 


+ Completely Air Conditioned » 330 Rooms + 1000-seat Ballroom- 

Meeting-Banquet Room «+ five Meeting Rooms + 100-seat TV 
Theatre for small meetings + complete Recreational Facilities 
* two Pools « Beach » Cabana Colony + Supper Club + Coffee 
Shop + Dining Room + two Cocktail Lounges. 


Wire, call or write for complete detailed information. 


MIAMI BEACH 


Hotel in sunny Santa Fe 
New Mexico 


is now available for meetings—up 
to 280 from after Labor Day to 
June 30, for smaller conferences, the 
year ‘round. Renowned for its 
Spanish-Indian atmosphere, friendly 
informality and fine cuisine, La 
Fonda provides a unique back- 
ground for memorable meetings. 
Meeting Rooms, Banquet Facilities. 
Ideal year-round climate. Sight- 
seeing tripe into the Indian Coun- 
try, curio shopping, golf, fishing, 
hunting, skiing.—Santa Fe Railroad, 
Continental and TWA Air Lines. — 
Write Manager J. D. Garvin 


Also an ideal stop-over 
place for conventioners’ 
“groups going farther West 


or returning East. PHONE: 3.5511 


TELETYPE: SANTA FE NM 6661 
SS St Se Se Si Se ie 
ee 


PEABODY HOTEL 


Memphis, ‘lennessee 
If travel time and transportation cost are a factor in 
your selection of a hotel incentive package, consider 
the PEABODY HOTEL 
“The South’s Finest, one of America’s Best.” 
Famous name bands in the Skyway and on the 


nationally known Plantation Roof. Old South 
atmosphere and entertainment. 


Write Tom MeGinn 
Hotel Peabody 
Memphis, Tennessee 
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newed each of the 12 weeks of the 
contest. 

Kickoff meetings were held in an 
African setting with palms, spears 
jungle drums. As men entered the 
meeting rooms, jungle drum phono 
graph records added to the safari at 
mosphere. 

Admiral Corp. supplied colorful 
“Sales Safari” wall charts on which 
the weekly record of individual sales 
men was recorded. At weekly meet 
ings special features such as folders 
and pictures of Africa were shown 
Luncheon and dinner meetings also 
were held. 

Keyed to the sales contest was an 
intensive consumer promotion. In ad 
dition to newspaper and magazine 
advertising, special dealer- promotion 
display kits and a jumbo zoo collec- 
tion was available to distributors. 

‘To give participants “a sales thrill 
a-minute,” a weekly “Sales Safari’ 
was staged for each of the 12 weeks. 
‘Three prizes were given in each of 
the districts or colonies. Winners 
were determined on basis of percent 
age of quota. Each salesman of the 
three winning distributors received a 
prize. 

‘To keep the contest at fever pitch 
throughout the 12-week period, the 
“blind bogey” system was used to 
select safari winners. 
five weeks 
drawing 
test.) 

Results of the contest truly lived 
up to the statements: “This is more 
than a contest ... it’s a thrill-a-min 
ute adventure in selling.” And the 
pay-off to winners is the “thrill-a 
minute adventure” in hunting—ambi 


(Sales during 
weeks selected by secret 
were used as basis of con 


tion of every big game hunter an 
African safari, made possible by Ad 
miral. The End 


Dates and Places 
For Sales Confabs 


Regi na sales conferences, 
linics and rallies under spor 

sorship of National Sales Execu 
136 E. 57th St., New 


York 22, N. Y. 
MARCH 
Erie, Pa., Teleclinic Rally 


Washington, D. C., Sales Rally 
Syracuse, N. Y., Tele-Sell 


tives, Inc. 


Providence, R. |., Tele-Sell 
Orlando, Fla., Sales Rally 


Austin, Texas, One-Night Sales 
Rally 


- f+ FW Ow 
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The SOvra lee, Chicago's Distinguished Hotel, enjoys one of the most envied 
/ 
locations of any hotel, anywhere. At its doorstep, the shores of Lake Michigan. In its background, 


Chicago's lofty skyscrapers and the very heart of Chicago's major business and shopping centers. 


Conventions go like clockwork! Here are 
four large air-conditioned meeting and 
banquet rooms with facilities for 750. Plus 
16 air-conditioned committee rooms, ac- 


commodating from 25 to 300 persons. 


=. wi 
¥ 


0 
es 


Fine Food is synonymous with The Drake. 


700 quiet, air-conditioned rooms (with 
The beautiful Camellia House offers 


television, if you wish) are luxuriously 
dining and dancing every evening. Sea 


appointed, beautifully maintained. 
food connoisseurs from every corner of 


Yet The Drake costs no more. 
the globe praise the food in the charming 
Cape Cod Room. The Oak Room, over- 
looking the lake, features breakfast, 
luncheon and dinner at moderate prices. 
And for cocktails, you'll find The Garden 


Bar and The Cog d'Or delightful. 


4 abe A city within a city! In addition to its many services 
and staff of trained personnel, The Drake com- 
bines convenience to the downtown district with 


co 
AT THE LAKE the added advantage of being well removed 


L. E. Schoenbrunn, General Monager from the stress and noise of the Loop. 


Dick Flynn, Vice-President in charge of Sales 
TELEPHONE: SUperior 7-2209 Teletype No. CG1586 
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Year-Round 
Convention-Land! 


The 
ful conventions . 
The 


Tanglewood 
j 


perfect setting for success- 
. large or small, 
Hills, 


Festival, 


Berkshire site of the 


offers un- 


excelled hotels and resorts, all 


sport facilities, theatres, museums, 


’ 


Ideally located 
New York 


and art galleries. 


135 miles from 


and Boston 


information on 
group meeting facilities in the Berkshires 
CONVENTION SECRETARY, 


BERKSHIRE HILLS CONFERENCE, 
50 SOUTH STREET, PITTSFIELD 50, MASS 


for ¢ omplete 


write 


Rr Se ND PaaS 


ANOTHER 
@ ‘First’ 


—_ 
= 


Send For Your 
ABSOLUTELY 
-:- FREE 


“DO-IT-YOURSELF” 
CONVENTION KIT 


Interesting * Informative * Invaluable 
for planning 


| 
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§ CONVENTIONS 

1 INCENTIVE Groups 

} EXECUTIVE MEETINGS 
INTER-AMERICAN CONFERENCES 

i PRE & POST CONVENTION MEETINGS 
J] Simply write or phone: Mr. 
} Miller, Director of Sales, Virgin Isle 
} Hotel, 502 Park Avenue, New York 22, 
| N.Y. MUrray Hill 6-0712. 
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! 
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Beverley 


Ss 


ON ST. ol VIRGIN ISLANDS 


| “The Most Magnificent Hotel in the Americas” 
Se Foreign—Yet so Near.’ 
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Incentive Meeting— 


“Doubles in Brass 


New formula puts emphasis on why you go, not where. Privi- 
lege of attending convention is motivation. Pooling of con- 
vention and incentive budgets makes spectacular possible. 


BY HERB STICKLE 


Director, Special Cruise Sales, Georgian Bay Line 


formula 
meetings 
provides a 


There is an interesting 
that actually makes sales 
“double in brass’ and 
—— motivating force among sell- 
ng people. 

If I were 
oughly appreciate the 
viewing a 
line in a glamor spot and the privilege 
of rubbing shoulders and exchanging 
dealers. I’d realize 
cooperative 


| should thor- 


yrivilege of 
J £ 


a dealer, 


manufacturer's product 


ideas with other 
that only good, 
dealers enjoy the 
that goes with the invitation, and I'd 
realize that my purchases and 
my cooperation must be the basis for 


active, 
could recognition 


also 


my qualification. 

One radio and television manufac- 
turer held his distributor convention 
aboard ship, models 
and promotion plans for a selling sea- 


presented new 


son. Because the convention was com- 
bined with a feature-filled lake cruise, 
salesmen competed na- 
tionally for coveted invitations to 
come along. ‘The 
huge success and the incentive ele- 
ment helped pay the freight. 
Another manufacturer invited 
7,500 dealers to attend a new-product 
presentation in Convention Hall, At- 
lantic City, and they will never for- 
get the presentation—they 
had fun, 


This is an age of spectaculars, and 


distributor 


convention was a 


product 
too. 


I can visualize dealers going all out 
for the privilege of viewing the in- 
troduction of a new line under the big 
Ringling Brothers’ winter 
Sarasota, Fla.; in the 
Hollywood Bowl ; on 
the ice rink at Sun Valley with the 
background of snow-capped 
tains; the famed Palace in 
Havana, Cuba, or in a ship’s theater 
at sea. 

I can 


top at 
quarters in 
majesty of the 


moun- 
Sports 


visualize insurance agents 


attending a company three-day’ con- 
vention in Mexico City. | can imagine 
them putting real effort when 
quota means staying for five days with 
a trip to the Pyramids of the sun and 
the moon, going well over quota to 
spend seven days with a trip on to 
‘Taxco and Cuernavaca. They would 
really go all out to make it nine days 
with two days at Acapulco. The con 
vention gives everybody a reason for 
the promotion. 

I can see salesmen who hate the 
sight of the company auditorium 
going all out for the privilege of at- 
tending a training school in Louis- 
ville, Ky., two days before the Ken 
tucky Derby and remembering what 
they learned by associating it with 
the occasion. 

Obviously these sales meetings are 
promotions that would have been es- 
tablished one way or another some 
where. Perhaps the pooling of con- 
vention and incentive budgets can 
make possible the production of a 
spectacular that really produces re- 
sults. 

There is a by-product, too. Selling 
people love to get together and talk 
shop. 


out 


‘They spend hours selling each 
other on how they do it. 

In the old formula, excitement of 
travel became a premium or a re- 
ward. In the new formula, travel, 
instead of producing a promotion in 
itself, it embellishes and dramatizes 
a fundamental activity—intro- 
duction of your products, promotion 
of a merchandising theme, sales train- 
ing, dealer and even consumer rela- 
tions. 

The incentive is there but the mo 
tivation comes more from recognition 
than from reward. In the new 
formula, emphasis is not on where 
you go but on why. The End 


sales 
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America — 443 
governmen r 
Here is tradition 


is the nerve cent 


only in 


Washington, D. C. 


the nations leading Convention City... 


{ 
The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits. 

Largest exhibit space in the nation’s capital, the 
D. C. Armory has 76,000 sq. ft. of unobstructed 
floor space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request. 

in addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 
many other features 


, Washington’s magnificent 
celebrated landmarks, 


f information write Arthur J. Bergman, Manager 


NATIONAL GUARD 
ARMORY 


apitol Street, Washington 
Lincoln 7-9077 
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Just a sample of companies 
and some of the places they 


P 
Southern 


Where Did 
They Go? 


Singer pees Machine Co.--Bermude 


have gone on incentive trips sribbean cruise, Mex 


Watieiinas Electric Co,—-Europe 
Westinghouse Electric Co., Electronic-Tube 


Edisor Company Div.—Bermuda 


Westinghouse Electric Co., TV-Radio Div. 


California 


Clary Corp iba ss Vegas 


We’ve a NEW Face... 


and you've a NEW PLACE 
for your MIAMI CONVENTION 


Our Million-Dollar redecoration program 
has transformed Miami's largest into 
Miami's finest and fairest hotel... 
3 new banquet rooms—new lobby 
—new cocktail lounge—new guest rooms. 


BEST CONVENTION FACILITIES... 
We've twice as many transient rooms, 
meeting rooms and banquet rooms as any 
Miami Hotel. Our Flagler Room seats 1,000 
sx and there are dozens of smaller rooms 
and suites. 

100% Air Conditioned 
For Full Details and Exciting Convention Ideas, Write: 


. TER. C. De Witt Coffman, Gen. Mgr. 
| S | | 


HOTEL 


Free TV in Every Room 


MIAMI, FLORIDA 


TSE AES & Rr dar aestte we Pst sess 


DESIGNED WITH MEETINGS IN MIND... 


The 
mpress 
Miami Beach's NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms —Special Display Areas— Penthouses... 


- for pleasure: 
Huge salt-water swimming pool... private 


beach ... night club... fully equipped ‘Turkish 
Bath... . complete entertainment program. 


-+- and for convenience: 


Ideal oceanfront location convenient to golf 

. racing ... deep sea fishing ... shopping... 
theatres and night clubs...Completely Air 
Conditioned with individual thermo control 
<_< in every guest room. 


"7 Write for Color Folder and C tion Specification Sheet : 
Dae Jach Parker, Managing Director 


DIRECTLY ON THE OCEAN— 43rd to 44th Streets— Miami Beach, Florida 
men agitll RANG iene ~ Sa - EEA 


tO” ly } jj Gilllbarreg, aysith y a a 


Fedders-Quigan Co.—Jamaca, Don an 


Repub 
York Corp.—Nasseu 
Chrysler Corp., Air Temp Div.—Bermuda 
Canadian Broadcasting Corp.—Lake Placid 
Equitable Life Assurance Co.—Ber , 
Encyclopedia Britannica, Inc. — N rk 
> ty 
General Electric Supply Co.—F ida, 
Mawaii 
John Deere Plow Co.—Nassau, Puerto R 


McBee Company—Bermuda 
O. A. Sutton Corp. 
General Electric Co., 
aribbean cruise 
Dayton Rubber Co.—Bermuda 
E. R. Squibb & Co.—Nassa 
Parke-Davis & Co.—Jamaica 
6. L. Johnson Co.—Nassau 
Electrolux Corp. 
Calvert Distillers Co. 
Westinghouse Supply Co.—Nassau 
Joseph Schlitz Brewing Co.—Puerto Rico 
Dodge Motor Div., Chrysler Corp.—Hewaii 
General Electric Co., Air Conditioning Div. 
Mex 
Ford Motor Co.—Miami Beach 
Scripto, Inc.- 


Panama 


Housewares Div. 


Bermuda 


—Bermuda 


Bermuda 

Columbian National Life Insurance Co.— 
Bermuda 

B. F, Goodrich Co.—Mexico 

Stewart-Warner Co.—Bermuda 

General Electric Co., TV Div.—Moex 

Helene Curtis Cosmetics—Bermuda 


Brown & Foreman Industrie Miami Beach 
Hotpoint Co.—Las Vegas 
Charles Pfizer Pharmaceutical Co.—Bermuda 


Miles Laboratories—-Bermuda 


Philco Corp.—Around-the-world, Bermuda 

Norge Corp.—Puerto Rico, Nassau, Miami 
Beach, Mexico 

General Electric Co.—Nassau, Paris 

Plymouth Motor Corp.—Hawaii, Puerto 
6 Europe 

General Electric Co., Blanket & Fan Div. 
Puerto R 

Aluminum Cooking Utensil Co.—Caribbean 
tour, Las Vegas 


National Cash Register Co.—Bermude 
Buick Motor Div., General Motors Corp.— 


bd 


awa 

Kansas City Life Insurance Co.—Bermuda 

E. R. Squibb Co.—Miami Beach 

Philco Corp., Freezer Div.—Mexic« 

Rudolph Wurlitzer Co.—Niagara Falls 
Mexic 

Zenith Corp.—Bermuda 

Studebaker Div., Studebaker-Packard Corp. 

Puerto Rica 


Esso Standard Oil Co. 


American Motors Corp., 


Bermuda 

Nash Div.—Ber- 
muda 

Abbott Laboratories—Bermuda 

Minneapolis Honeywell Co.—Mex 

MOPAR Div., Chrysler Corp.—Me» 

Simplex Time Recorder Co.—Trinidad 

Curtis Circulation Co. 


Ca forn 5 


Crosley Corp.—Bermuda 
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RIP RIGHT INTO 
Nealon trolls 
 MMGERN SLLLLAENLELO rr 
J 1) 2” *Roney Incentive Plan 


R.I.P. is the business organization’s best friend. It helps boost 
profits, morale and your organization itself. Roney Incentive 
Plan is an all-inclusive program for increasing your sales. It 
provides an exciting contest assistance in operating the contest 
all contest literature, and finally the award itself: an 
all expense paid vacation at the world famous 
Roney Plaza Hotel, Miami Beach. 
The vacation is a complete package of the finest accommodations, 
delicious meals, sightseeing attractions and fishing trips 
The winner’s wife participates in the prize, of course. 
We will supply you with all necessary information and material 
for the initiation and continuance of the contest. Award costs 
are only a fraction of the extra profits. Nobody wins until you do! 
And what a prize —— at Florida’s Most Famous Address, 
the celebrated Roney Plaza Hotel and Cabana Club! 
Deluxe accommodations, air conditioned, free television, 7 acres 
of tropical gardens, 3 blocks of private ocean beach, 
champion Teniko tennis courts, 2 golf putting courses, 
all outdoor sports, membership in the exclusive Roney 
Cabana Club with a luxurious $15 a day cabana, free! 
Plus a choice of 3 restaurants, the world renowned Bamboo 
Room for entertainment, nightly cocktail parties, 
champagne hours, a yacht cruise, deep sea fishing trip and visits 
to a giant Seaquarium and the Jungle where 
Seminole Indians wrestle alligators! 
R.1.P. is just as great an incentive plan as it sounds —- and we 
can prove it gets results. As a matter of fact, after the 
contest’s over, better come down to the Roney Plaza 
yourself for a good time and count your added profits 
by the sunny blue Atlantic! 


For Complete Information about R.1.P., 
write to Sales Manager 
or phone JEfferson 1-6011 


aunnneg 
wongong 
ienuan 
Q , 


4 


Ro _ a pS ( “ 
ONEY 3 LAZAS aman: 


Loge ns 


COLLINS AVENUE at 23rd STREET, MIAMI BEACH, FLORIDA 


: | aunestien! s most distinguished : : 
Resort and Spa 


Publisher Prefers Vacation 
Tacked onto Incentive Trip 


17,000-acre estate 
in the mountains of Virginia is one of 
the most delightful vacation resorts any 
where in the world 


The Homestead’s 


Come enjoy our superb facilities for 
golf, swimming and other sports 

the pleasant Hot Springs social scene 
. and our famous Southern Service, 
so smoothly fitted to civilized tastes 


Now on its third incentive travel program, Curtis Circula- 
tion Co. wants winners to take vacations week before or 
week after incentive trip to take advantage of free travel. 


The Homestead has excellent facilities 
for group meetings. A folder describing 
them will be sent on request 


Address 


HOT SPRINGS, VIRGINIA travel programs usually 


Incentive In prior years Curtis had discouraged 
taking extra time. 

This year Curtis brought in air- 
lines and railroad experts to help each 
man plan his “extra holiday.”” Curtis 
pays all transportation, to and from 
San Francisco and all expenses during 
the meeting. Winners foot the bill 


for the extra week. 


are not a one-time shot. Once com 


. PTYTTITITIT itt weeeeceeeoeoe 


@ Chicago Office 

§ Cleveland Office 
° Washington Office 
$ New York Office 


MOhawk 4-5100 $ 
PRospect |-7827 $ 
EXecutive 3-648! $ 

Circle 7-6940 2 


panies use travel in promotion cam- 

paigns, they’re inclined to use it again 
and the idea often spreads through 

the whole organization 
Curtis Circulation Co., 


phia, now in the 


©. a sapenesacneseeneeseusenneaeiamant 
Philadel 
midst of its third 
program, 


over-all incentive reports 


4 FRENCH CANADA... 


First Choice tor SUCCESSFUL CONVENTIONS 


| “Thao 
ichelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates come 
in June, late August or September 
In the pine-scented Laurentians 


i 


many of its divisions promote incen 


tive travel on an independent basis. 
One district manager offered his eight 
top salesmen a seven-day trip to Mi- 
ami. Another sponsored a contest with 
top prizes trips to Bermuda. 

Curtis’ big package for 
1958 features a six-day trip to Pebble 
Beach, Del Monte, Calif. 
will be encouragement of winners and 
an extra week 
Coast as part of their own 
vacation. Since Curtis is 
the tab for winners 
benefit by taking extra time for side 


incentive 
Innovation 


their wives to schedule 
on the 
picking up 
transportation 


Announcement of the incentive con- 
test at the annual district manager’s 
meeting in Chicago, last December, 
marked the beginning of an intensive 
promotional campaign. 

‘Theme of the entire meeting was 
the trip to Pebble Beach. On Mon- 
day morning, before business sessions, 
“‘sun-kissed” models passed out orange 
juice and coffee. Meeting program 
featured map of Pebble Beach area. 
Walls of the meeting room were plas- 
tered with posters contributed by 
California chambers of commerce. 

Parody of “California, Here We 


overlooking the St. Lawrence : 
large Casino for meetings and dane ey 
ing. Championship golf, tennis, ha? 
Lido beach, heated saltwater pool, 2 * 
excellent fishing. Superb cuisine ii 
a; 


Write for detailed Convention 
brochure to H. M. Cos 


trips before or after the convention. Come” was presented by quartet from | 


tello, Convention Dept., 4 
Box 100, Montreal, 


Canada 44 Site Built for Incentives 


A bi¥ N OF CANADA STEAMSHIP Lines 


How specialized can sites become? 
An incentive site for a small group of ardent fishermen is about to open 
Seafarers 400 Club offers these 
facilities: 61-foot luxury craft rigged for stream fishing; 40-foot sportsman 
rigged for marlin and tuna; reef boat equipped for bone and light-tackle 
fishing ; club area with bar, game area and 
dining room 
Just 30 minutes by air from Miami, Seafarers 400 Club is the result of 
converting a private estate into a luxury sales incentive site. 


on a small island, Bimini, in the Bahamas. 


38-foot indoor swimming pool; 
and all for just 10 men! 
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HOW TO MAKE PROFITS 
ENCE. SALESME 


Hotel Lucerne 
Travel Reward 
Incentive Plan 


Book 


your complete “omnia 
guide to @ successful TA Menage | ,\\ <<< Seen | — 
Incentive Y; — “Travel Reward Incentive Plan 
Campaign! 


put more dog-gone spirit into your salesmen!...with a power-packed program that 


STIMULATES SALES, BOOSTS PRODUCTION, IMPROVES MORALE! 


The one AWARD that every salesman will go “all out” to 


win is a glamorous extra vacation with all expenses paid, at 


the magnificent Lucerne in fabulous Miami Beach! 


This has been proven time and time again by business firms 


om ' 
from coast to coast 
Now, the Lucerne’s experienced staff of sales incentive ! 
a experts makes available to you this complete guide to the Mr. Ted Grey, Director of Sales, 


Hotel Lucerne, 
4101 Collins Avenue, Miami Beach, Florida 


successful operation ol your vacation incentive program. 
Here’s a keg full of facts covering every facet of custom 
planning your campaign, in luding complete contest opera Please send me, with no obligation whatever 
your Hotel Lucerne Travel Reward 
Incentive Plan Book 


| 
| 
| 
| 
| NAME 
| 
| 
| 
| 
| 


tion, promotion and scheduling, keeping enthusiasm high, 


and pricing the entire program to fit your budget 


It’s yours FREE of charge . . . no obligation, of course, 


FIRM 
HOTEL 


TITLE 
ucerh ON THE OCEAN, 41st to 42nd STS. “ 
MIAMI BEACH, FLORIDA ADDRESS 
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Convention 
anyone? 


weet ie the fall 


offered by 


Unique range of 


convention facilitios Western 


Hotels Ine in 18 leading cities in the 


western United States, Hritith Columbia and 


tt Western Hotele features 


well-planned meting facilities and excellent 


personal saeco amodations Servier is ef 


feient and hospitality genuinely warm 


Kelatively new under the sum is the op 


portunity to convene in Hawaii, at the 


Hawaiian Village Hotel — where complete 


convention facilities are offered on Waikiki's 
beach 


fireent 


te 
Contact the 


any Western Hotel for res 
and further in- 


manager of 


ervations 
formation 


Vrmnarns 


WESTERN 
HOTELS 


CORPORATED 


STyAsraay- 
SPECIAL NEW 
ACCOMMODATIONS 
FOR GROUPS: © 


New meeting and exhibit rooms, 


Ait conditioned hotel and 
collage rooms, 

Distraction-free location amid 
$500 acres of Sierra foothills 


in Northern California 


Recreations include mineral 


water baths, massage, swimming, 


dancing, entertainment, 


Carousel cocktail lounge 


Golf available 
Modest American plan rates. 


April to November 


Richardson 
Min 
__ Springs 


P.O. BOX 100 


and riding 


Season 


Phe ne 
RICHARDSON SPRINGS 71 


i 


‘urtis’ home office. Song sheets were 
given managers to follow. 
Song was repeated again and again 
during the 


out tor 


meeting. 

District managers had to meet in 
dividual quotas to qualify. Winners 
could take their wives along on the 
With an eye to support 
Curtis emphasized 
all of its mail 


trip. wives’ 
and cooperation 
the “‘little 


ings 
ings. 


woman” in 


Airline Stewardesses 


‘Transportation companies were in 
vited to participate in the kickoff 
First day American Air- 
lines sent two stewardesses to mingle 


meeting 


managers during luncheon. 
‘Tape recording, with the 
arriving airplane and voice announ 
ing arrival of Curtis winners at Peb- 
ble Beach, whetted managers’ appe 
tites for the trip. Stewardesses passed 
out briefcases (gift of American) that 
contained brochures of California and 
. In addition 


with the 
drone of 


urrounding communities 
each manager was posed with steward 
esses for special picture for him to 
keep as reminder. 

In the evening managers were 
treated to a film on California. Don 
wart, assistant manager of the field 
selling staff and incentive travel pro 

relied on Disneyland, Ana 
Calif., for promotional mate 


moter, 
heim 
rial, 
Second meeting day Curtis invited 
the Burlington Railroad to present its 
story. Burlington, represented — by 
“Zephyrettes,”’ gave each man a per 
sonally autographed photo of a movie 
“Looking forward to 
California.” Ewart 
reports they were a big hit with the 


Star, ¢ aptioned, 


hav ing you visit 


managers. 
United 
tion the 


Airlines made 
next day and 


its presenta 
distributed 
flight bags filled with oranges 
travel literature. 


and 
Big hit were plastic 
bags to carry swimsuits for swimming 
at Pebble Beach. Home office 


tives set the mood for the 


execu 
luncheon 
by donning loud sportshirts and sun 
trademark. In 
was disclosed—‘Cali 


Get off Your 


glasses—California 
theme 
(sold 


and Dig.” 


centive 
fornia Rush 
Donkey 

Meeting was followed up in Jan 
uary by story in field house organ. 
Story featured picture of district man- 
agers “‘on the outside” of a room, 
“looking in” at posters of California. 
schedule calls for at 
new mailing piece each 
Quotas for each district were 
disguised in January as a train time- 
table. Called the “1957 Timetable 
on Pebble Beach Route,” quotas were 


Promotion 
least one 


month, 


MEETING PLACE 
AN THE HEART 
OF AMERICA 


© RESTAURANT 
COFFEE SHOP 
COCKTAIL LOUNGE 


CONVENTIONS 
SALES INCENTIVE 


programs 


The MANOR HOUSE 


HAS EVERYTHING! 
Top Laurentian Year Round Resort 
¢ 60 MILES NORTH OF MONTREAL « 
“The St. Moritz of Quebec" 
FINEST MODERN © Situated on 100 
FACILITIES Acres of 
AVAILABLE playground 
Overlooking 
the beautiful 
Lac des Sables 
in picturesque 
French-Canadian 
Village 
All summer & 
winter sports 
incl. outdoor Pool 
9 hole Golf 
course 
Music & Danc- 
ing nightly 
Tennis & Skating 
Ski school & tow, 
ski shep 


. Meeting rooms ac- 
commodate 50 to 
200; Exhibition 
Hall accom. 500. 
. Dining room seats 
150. 

-PA. System 
throughout bidgs. 
. All visual aids; in- 
cluding 16 MM 
sound projector, 
black boards, etc. 
.Centrally heated 
& sprinklered. 
.Accom. for 125; 
phone in each 
room. 


MANOR “HOWE 


STE. AGATHE des MONTS, Quebec 12, somate 
N. ¥. Office: 155 E. 42nd St, MU 93330 
For Information and Available Dates 
write or call now! 
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No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Prospect 1-7827 


POCONO MANOR 


POCONO MANOR. PA. 


JOHN M CRANDALL, General Manager 


- ste 
st 


WN Bea A: 
wit 


5 Meeting Rooms 

serving from 50 to 200 people 
Cocktail parties serving up to 
300 guests 

2 blocks to New Miami Beach 
Auditorium and Lincoln Road 
Special Rates for large and small 
Convention Groups 


@ Million-Dollar Pool, Cabana, 
. Private Beach Area 


\ ages Me 
On The Ocean at 18th St, Miami Beach, Fa. 
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tabulated in timetable format. Cover 
was borrowed from the Burlington 
Railroad. 

Curtis appeals to wives by address- 
ing all promotional pieces to the dis 
trict manager's home either ad- 
dressed to both of them or to the 
wife. Postcards were mailed from 
Pebble Beach inviting couples to join 
the “gold rush.” 

In February Ewart sent manila en 
velopes marked “There is absolutely 
nothing in this envelope. We've told 
the story. Now it’s up to you! For 
the curious who peeked inside any 
how there was a note which said: 
““See—we weren't kidding!” 

Record produced by Walt Disney, 
“A Musical Tour of Disneyland” 
was sent out in February. In April 
Ewart will mail letters to show how 
each man measures up in the cam- 
paign so far, Letters, with corners 
cut, announce there would be “no 
corners cut in showing you a good 
time at Pebble Beach.” Later in the 
month there will be more postcards 
from California. 

Other promotional 
offing include, firecrackers (‘It's 
Hot’), sewing kit (“Don’t Think 
We're Giving You the Needles) and 
crying towels for 


pieces in the 


paper those who 
don’t qualify. 

At regional meetings scheduled in 
July transportation representatives 
will be on hand to help each district 
manager make plans for side trips. 
Costs and timetables will be figured 
out for everyone. After July, says 
Ewart, “each manager will be work 
ing the rest of the time for both 


meetings, instead of one.” 


Plans Are Fluid 


Promotion plans are fluid at the 
moment. Curtis will be governed by 
how well the campaign is progressing. 
If it slacks off 
stepped up considerably. 

About 80 people 
office executives, winners and 
wives are expected to attend the 
meeting in Pebble Beach. Group will 
gather first in San Francisco for a 
banquet and sightseeing and will leave 
for Pebble Beach in buses, stopping 
off for sightseeing enroute. 

Schedule at Pebble Beach calls for 
business meetings in the morning only 
leaving afternoons and evenings free 
for play and sightseeing. 

wart, in summing up his phil 
“T am 
very much sold on incentive trips on 


campaign will be 


including home 
their 


osophy on incentive travel, says 


a group basis. Individual trips miss 
side bar conversation which is also an 
important item to be considered.’ 


The End 


CONVENTIONS 
Get More Done 
Have More Fun 


at the CONCORD Hotel 


This beautiful resort hotel, just a 90 
minute drive from New York City, 
offers every resort and convention 
facility right on the premises. No longer 
need your meetings scatter all over 
town, for the Concord Hotel can luxu 
riously accommodate more than 1400 
persons, and handle meetings as large 
as 1500. Many large “hospitality suites” 
are available, too, There are two great 
golf courses under the direction of 
Jimmy Demaret, and Indoor and Out 
door swimming pools with TV star 
Buster Crabbe presiding. Dozens of 
other sports, too, plus nightclub enter 
tainment by America’s top stars. We'd 
like to add your company’s name to 
the list of top conventions we've 
handled, One person will work with 
you to plan your whole convention 
Contact Ray Parker, General Manager 
or Jay Cohen, Convention Sales 
Manager, Concord Hotel, Kiamesha 
Lake, N. Y. Phone Monticello 1140 or, 
in N. Y. C., CHickering 4-0771 


We're proud of our reputation for hav 
ing served successful meetings of all 


Sizes. Complete convention facilities 


Now iding large menor hotel addi 
+ te * ' #1) people 


105 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


Su eraTon-(,1BSON 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE Ci-559 


Ann Kroger, Sales Manager 


the tip of 
Long Island..." « 
tops for conventions 


Montauk Manor 


* NEW YORK’S FINEST 


OCEANSIDE RESORT 

* ONLY 3 HOURS FROM NYC 
RIGHT ON THE ATLANTIC 
125 miles out to sea breeze-cool 
for business, for pleasure. All sports, 
nightly dancing, entertainment 
200 sea-view rooms. ¢ omplete 
convention facilities. Accommodates 
up to 100 

© New Surf and Cabana Club 

® Huge Ocean Beach 

® 150-ft. Saltwater Pool 

Chan pion hip Golt 

Yacht Basin 

World's finest fishing 

Full information fron 

G. WALTER FENDER, Mgr. Dir. 

Montauk Manor 

Montauk Point, i — 


Montauk Poim 8-2311 
In New York City, 1 EB. 42nd Se., MU 2.5197 


... Nor is this on the moonlit beach at Waikiki. 


Stay-at-Home ‘Trip’ Offers 
Glamor at Budget Price 


Hotels now package special parties with exotic flavor at 
low cost. Can be used as consolation prize on big incentive 


program or as major prize for a small contest any time. 


may be of interest to a man living in 
Maine, but it is of little interest to a 
peak 2 : : - 

expects, something new. ‘Trouble is, Cajun. The Rocky Coast may be 
that what may be new to him is old thrilling to a Louisiana man, but it 


\ man who goes to a sales meeting 


or on an incentive trip wants, and 


hat to another salesman in the or- 
ganization or another contest winner. 
An incentive trip to New Orleans 


is not much of an incentive to a Down 
Easter. 
Sure, there are out of the way 


SM/MARCH |, 1957 


But a 


tor some 


world. 
Siam or Pago-Pago 


places in the trip to 

strange 
% Pp P 

reason pronounced Pango- Pango 

costs too much to be offered as a prize 

tor incentive 


most programs. 


Low Cost Packages 


In addition to something new and 
exciting, big need for many incentive 
planners today i 
compass both needs 
low budget 
ing 


To en- 
excitement and 
many hotels are develop- 
“packages” that sound like a mil- 
lion but fit small-budget requirements. 
Not only do they sound like luxury, 
they are something special that gets 
favorable response from winners. 
Such a package is C hal fonte- Haddon 


low cost. 


Hall's “magic carpet” foreign travel 
“trips.” This Atlantic City hotel has 
packed its rooms to capacity every 
time it was offered its “trips.”” Each 


of these three packages prov ides an 
opportunity to those who want the 
glamor of far-away places but are 
limited by a stay-close-to-home budg- 
et: 


"Foreign" Travel 


A “cruise” 


stop-over on a 


Caribbean. A 
West Indies Island 
its exciting calypso dancing and singing, 


through the 


with 


steel bands and haunting drums. 
A “tour” Montmartre 
Moulin Rouge 


Champs 


through famed 
A visit to 


stroll 


section of Paris 
and La ¢ 


with its 


ave. A down 
cafes. 


fabu- 


sidewalk 
at the 


Elysses quaint 
An invitation to go backstage 
lous Folies Bergere 

A two-day 


Polynesian festival “in” the 


South Seas. Native entertainers, exotic 
flowers, authentic Luau featuring poi, 
pork wrapped in Ti leaves, and octopus. 


Authentic Reproduction 
For these “trips” floor of 
the hotel is transformed into an au- 
thentic the 


an entire 


reproduction of foreign 


land. Literally miles of scenery re 
create cafes, street scenes, night clubs 
and market places. Natives, musicians 


and dancers are flown into Atlantic 
City for the event to add authenticity 
to entertainment. 
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She Pew 


Fort Harrison Hotel 
CLEARWATER, FLORIDA 


The Convention Hotel 
of Florida’s Gulf Coast 


Most Central and Convenient 
location in Florida 


250 spacious guest rooms and suites. 8 


meeting rooms seating a few to 800 


Completely air conditioned. Ample Ex- 
hibit 
International Airport. Motor entrance 
and free parking. Excellent food. Cock- 
tail Lounge and nightly entertainment 


space. 20 minutes from Tampa 


Write or phone Sales Manager ® Phone 3-5061 ® Teletype CLWR 8118 


. i 
FOR YOUR CONVENTION Oo, 


THE WEST'S GREATEST CONVENTION RESORT — 
All convention activities under one root © Groupe op te O88 © Americas Pee rr, 
with plenty to do for relaxation. Swim © Sighteesing © Ample Bovtg a 
in pool or sea, dancing, golf, tennis Rooms (Ne Charge) © Bench Bs 
en exciting old Mexico only 's hour Cheb Gol! cad lennts Fecttities - 
away, featuring Jai Alai and racing © Deep ons fishing 
We'll belp you make your next convention the best yet! Poem | 
H. 8. KLINGENSMITH GETHIN D. WILLIAMS 
an, Managing Direster Convention Mer. =, 


Hotel del CORONADO 


Coronado, Southern California 


A.H.A. TRAVEL 
Prog Y, CARDS ACCEPTED 
LV; Aa 


wf 


: tn 
, The Pamous All-Year Resort 
Across the Bay from San Diego 
wr a ts - 


* 


NEWS, ca Breese 200 VILLAS. woTeL ROOMS. APARTMENTS ANE AND PENTHOUSES 


AND of h yador ox ON THE OCEAN + PALM BEACH « FLORIDA 
HOTELS 


Merl OCLAN Hacn 
wiles | abamns 
Two Swissaaies roous 


Two one nooes 


wrt CO 


63-foot yacht at your duposel Pork in front of vour room Two major RR stations Goll . Tennis - Deep Sea Fishing 


Car rental service on premines Mowe end sound equipment Planned entertamment Beautidul rool garden Bb pat 


Dwect non-stop mar aw bnes RbdNenel ec commadetions ove lable lor sire large Camventiont Aw conditioned meeting rooms 


THE FABYLOUS GOLD COAST insures SUCCESSFUL CONVENTION 


OR WRITE FRAG Williams 
Palm Gtatw, Frenion 


your most 
PROEEL WIRE 
TELEPHONE JUSTICONn 2.7475 


FOR RESEAVATIONS OR COLGOAFUL BROCHURES 


T1TG SOUTH OOLAD BOULEVARD 
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These economy packages have been 
used as an integral part of many suc 


. cessful incentive grams. For 3 
the crowning touch essTu incentive program a 


group of 500, sponsor pays between 


$65 and $90 a person for two days 
Ow’ and two nights of “foreign’’ festivities. 
This includes hotel rooms, meals, en- 


° . 
tertainment, scenery and special par 


Comentt Low tert 


The finest in a beautiful resort hotel HOLD YOUR CONVENTION IN 
with observance of dietary laws Different Uses Year *"Round 


Magnificent oceanview dining seat- 


’*? 
ing 1,000 — Largest kosher dining “Indian Summer 
room in the world—under one roof These are the uses to which an CLIMATE AT THE 

spacious pool, beach, cabana economical package such as offered by 


club—and the famous Jolson Corner Chalfonte-Haddon Hall can be put: 
cocktail lounge night club 
7 ™ 


h Kickoff meetings: An incentive pro HOTEL 


gram with travel prizes gains impetu 
100% Air Conditioned \ hol I B i : ? AUGUSTA, GEORGIA e 
' and Heated by holding its announcement meeting “Golf Capital of the Notion 
ee) ee . , 
t vps oi in a similar party setting. Desire to The South's finest facilities } 
i, ron Modified American Plan “see the real thing” seems to spur on fer conventions ) 
ts hag afte — > oo 2 or: 
{hm ph ob Also available on European salesmen and help to get the program @ ALL PUBLIC SPACE : | 
r Mashed a> and Full American Plans off toa fly ing Start. AIR-CONDITIONED ove including 


® oll restaurants, cocktail lounge, 
lobby, meeting rooms and most 

* guest rooms. 

@ 400 rooms with bath 

® Spectacular, outdoor swimming 


Incentive sales meetings: Salesmen 
who reach certain goals or sales quotas 
are invited to attend with their fami 


lies at company expense. Exotic holi ol 
day parties add spice to the program, © Golfing privileges (five minutes’ 
| add incentive for the salesmen walk from hotel) 
A Full Oceanfront Block Fer information write: 


40th to 41st St., MIAMI BEACH Booster Prizes: Midway in any in q Ralph Breshears, Managing Directer 


| centive program there is a natural 


tendency for the program to lose im 
petus and for salesmen to coast a bit 


ae = OF AMERICA’S ee a cage 
FINEST HOTELS BY wks Niday package 


makes an excellent bonus prize—puts 


extra push into the incentive program 
just when it is needed most 


Consolation prize: Not that a small Eagles Mere | 


glamor package need take a back seat for informal yet produc . 
A $2,000,000 RESORT but it has been used successfully to tive meetings of groups up 
FAMOUS FOR CONVENTIONS reward the “also rans’ who produced to 400. Secluded, yet easy to 
IN JUNE AND SEPTEMBER enough to warrant credit but who fell reach, this famous resort 


outside the budget for an extended nestles 2200 feet high in the 
a eee onaaee maaan foreign tour Economical holiday Allegheny mountains over 
OLYMPIC SIZE SWIMMING POOL ON package tour just fills the bill looking the Lake of the Ea- | 
LAWN gles in all its scenic splendor 
a ae ee ae = Excellent accommodations, 
Magnificent Music Hall and theatre, seat Natural Advantaae 
ng 900 sand beach and boardwalk 9 18 hole golf course, a full 
our own 16 hole championship golf course wropra ri y 
allied One of the best in the country I me m of ou door fun, B4y 
by the N.Y. Times 4 splendid clay Natural advantage of this stay-at gatherings in cocktail lounge 
tennis courts all out-door sports rT ’ | I | ke ev 
wonderful fishing, motor bodting and 500 home foreign foul IS Hexibility ot P us super > Meals Make Cv- 
T) t i tee ' leaving . . , . 
passenger sightiexing, steambosh saving | arrangements. It can last one night, ery day a success 
sratoga two, three or as long as desired. It Write today for descriptive 


can be as elaborate or restrained as literature and information 
budgets permit Henry E. Kirk, Jr., Manager 


THE 


e hour from LaGuardia Field by Eastern 
A es less than 5 hours from Grand 
p on the 


entra wondertu suto t 


new thruway 


SAGAMORE|" Lakeside 


Anothe ! plus ot pac ka red program EAGLES MERE, PENNA. 
ON 32-MILE LAKE GEORGE ® — 
(Queen of America's Fresh Water Lakes) is that it is arranged for you. You Season—June to September 
have no planning chores or arranging 
BOLTON LANDING, N. Y. after you select the package. As spon 
NEW YORK CITY OFFICE — Wisconsin 7-3700 sor you can relax like a guest. 
The End 
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Exhibit Van Means 50% 
Saving on Dealer Meetings 


Worthington cuts executive travel time by 75% 


BY J. J. DRURY 
Air Conditioning & Refrigeration Div., Worthington Corp. 


Something completely different in 
wholesaler and dealer meetings was 
tried in 1956 by Air Conditioning & 
Refrigeration Div., Worthington 
Corp. Results were terrific. Com 
pared to the previous year’s annual 
meetings : 

1. ‘There was a 50% saving in 
over-all cost of presentation and pro 
duction of the meetings. 

2. Considerable time of our execu 
tives was saved, because only one- 
fourth as many executive hours were 
taken up by these conferences. 

3. Actual meeting time itself (in 
number of meeting days) was cut in 
half. Yet, 

4. ‘There 


meetings, 


were twice as many 

5. And attendance, percentagewise 
by area, was increased. 

In previous years, October was the 
month when Worthington executives 
and field personnel put aside at least 
a month to attend annual wholesaler 
and dealer meetings. ‘This meant a 
lot of time spent on the road away 
from the office. Also, dealer and 
wholesaler personnel usually 
away from their places of business for 
at least four or five days depending on 
distance to travel 


were 


a lot of people 
came over 200 miles to attend their 
meeting. 

If you looked in at the Air Condi 
tioning and Refrigeration Div. in 
October, 1955, you would have no- 
ticed all of its executives each packing 
a large trunk. They were about to 
begin the annual meeting “safari.” 
Schedule called for three-day meet 
ings in New York City, Phoenix, Chi- 
cago, Salt Lake, Baton Rouge and 
Atlanta. In these six cities, Worth- 
ington executives would present to all 
wholesalers and dealers, the country 
over, the Worthington Air-Condi- 
tioning story for the coming year—a 
three-day program that would intro- 
duce new products, new policies, new 
faces and new ideas. 

Obviously, these men had to return 
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to their offices as promptly as possible, 
and the very nature of the story told 
to dealers demanded that all get the 
information as simultaneously as pos 
sible. Only enough time was sched 
uled between sessions to permit travel 
and equipment delivery. Even on this 
a month was re 
quired to present six meetings. 

We enjoyed a large attendance at 
each meeting and the final result was 


tight schedule over 


gratifying, but the large headquarters 
group was away from the office for 
too long a time. Something had to 
be done to correct this situation, 

Last October things were different. 
Same executives were packing again 
but this time it was not a trunk—-only 
a suitcase. They were going to be 
away for only one week this year. Did 
we present our entire program in one 
week? Did we have all of the dealers 
and wholesalers into one location? 
No! Here is how we handled it! 

By now many of you may have 
heard about or seen the Worthington 
“Climate Van,” the traveling show 
room of Worthington’s latest line of 
packaged cooling and heating equip 
ment. 

Looking like any other truck in 
transit, the vans are designed to ex 
pand to twice the normal traveling 
width when being set up for exhibit. 
At the push of a button sides expand 
to a width of 15’ 2” 
ously a stairway folds out from the 
rear. Result is a handsome exhibit of 
Worthington’s line of equipment. 
Vans were put on the road so the con 
suming public could learn more about 
Worthington air conditioning and 
heating equipment. They would also 
be used by Worthington wholesalers 
and dealers to build up their busines: 

Taking full advantage of these tre 
mendous promotional items, we built 
our dealer conference program around 
them. The meeting organization 
committee, along with two of the 
most important people in the entire 
plan—tthe van drivers 
August to plan a schedule to tie the 


while simultane 


sat down last 
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New England's 


Most Distinguished 
Convention Hotel 


Sunset Hill House 


Sugar Hills New Hampshire 


Looking for something new? Sunset's 1,000 
acre estate in the center of the White 
Mountains is your answer to a perfect meet 


ing place. 
Check These Features 


@ Free golf—9 hole sporty course 
@ Five meeting rooms 


@ Cocktail Lounge, Tours, 
Orchestra 


@ Folders for distribution 
@ Cheerful friendly hospitality 
@ Convenient transportation 


Season—June, September and October 
WRITE today for complete convention folder 
Warren R. Swift, President 
Sunset Hill House Sunset Hill, N. H. 
in Oe he he oe oe oe of oho oe oe oe oe oe le ole oe ae ole of oe feof oe of ofr 4 


agenda 


accommodations 
in Inn, Lodge r private cot 
ta jes it spec | yroup rate 


meeting facilities 
for 201 350 peo 
meeting equipment, banquet 
and bar tacilitie experienced 


staff 


sports and fun 


swimming in lake or pool, 
Bath and Tennis Club, chair 
lift, riding, golf lancina. er 


tertainment 


transportation 
by air, rail, bu f ve 
ex | nt k ? 


ws, Mont 
7 Tremblant 
“<— Lodge 


Mont Tremblant 
P.Q., Canada 


Marntrant 


Siegfried Faller, Jr, Sales Mgr. 
Tel: St. Jovite 63 


Climate Vans in with the meetings. 
‘The vans were just in the initial 
stages of being built at this time, and 
as soon as they were completed, we 
wanted our Worthington dealers and 
wholesalers to see them first, before 
introducing them to the public. That 
was the objective. Now, for the de 
tails: 

“Climate Vans” were being built 
by Gardner Displays, Pittsburgh, 
which said both trucks would be on 
the road the last part of October. 
Planning on this delivery, we sched 
uled our first meeting to be held on 
Oct. 24 and 25 at Grand Hotel, 
Point Clear, Ala. It was decided to 
have one meeting for our wholesalers 
because they are all similar accounts 
and have similar problems, and there 
fore, it’s only logical to gather these 


gentlemen under one roof at one time 


and present the program to them. 
Both vans were to make their debut 
at this meeting, and after it was over 
were to split up and participate in 12 
other meetings all over the country 
so that the balance of our distribution 
could see them. 

Getting both trucks from Pitts- 
burgh to Alabama for the first meet- 
ing, we had only a small problem. 
Biggest problem was selection of 
meeting locations for the following 
series of meetings. 

Between the committee and van 
drivers a list of towns and dates were 
suggested to accomplish this feat. The 
many years’ experience of the drivers 
proved extremely valuable in the 
formation of the schedule because they 
could suggest routes the truck would 
travel and how much time it would 
take between stops. Before long a 


EXPERIENCE 


YEARS 


WITHOUT 


22 $50,000,000.00 


Travel Incentive 


22 years ago we created the Ist Travel Sales Incentive Program 


AND have been successfully planning them ever since. 


Our experience is available . . . for the asking 


OBLIGATION 


g FilcSuire Sales Incentives 


333 NORTH MICHIGAN AVENUE © CHICAGO, ILLINOIS 


Market 


WHILE THEY LAST 
THESE HANDSOME 


EXHIBITION FRAMES 


. . » BELOW COST! 
| Two-sided display panel, 77 inches high, 74 
| inches wide, Suitable for exhibits, sales meet- 
| } ings, lobby bulletins, etc, Provides 48 square 
| feet of panel space. 
+ ml 
Originally built for International Stamp Show 
in New York Coliseum, Ships and stores in 
\ | flat carton. 
\{ . Each $24.95 F.O.B., New York. Write for quan 
UN tity discounts and illustrated leaflet. 


‘a CONSTRUCTION CORPORATION 


53rd St. & Ist Avenue * Brooklyn 32, N.Y. C 
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concrete plan of towns to be used was 
on paper and, as was mentioned, it 
consisted of 12 meetings, six for cach 
Climate Van. 

Now, we had to contact our rep- 
resentatives in each of those areas so 
they could make the necessary ar- 
rangements for meeting sites. In 
most cases, where the meeting was to 
be in a big city, a downtown hotel 
couldn’t be used because of local ordi- 
nances against use of large trucks in 
downtown areas. Therefore, either a 
motel or a restaurant outside of the 
city limits with a meeting-room fa- 
cility was selected. We didn’t need 
an extremely large meeting room 
since it was not necessary to have 
equipment on display in the room. All 
equipment was in the van and this 
was the main attraction at each meet- 
ing. Incidentally, the van has a seat- 
ing capacity for about 16 people. 
Chairs come out of a storage closet 
and are placed in the van to be used 
for a small meeting. 

A projector, screen, etc., also are 
available, but in all cases we had 
many more than 16 attending so we 
held the meeting in a separate room. 
The van could pull up to the door of 
the meeting room and guests could 
walk from the room directly into the 
van. 

In order to give our local repre- 
sentative a part in these meetings. we 
had him select the hotel or motel, set 
the room up for the conference, and 
present portions of the program. In 
the over-all schedule, as I mentioned 
earlier, all of our headquarters execu 
tives were to be away one week at 
these meetings, instead of the six last 
year. ‘They went only to the first 
meeting for our wholesalers at Ala 
bama. ‘There, each one talked about 
his particular department or respon- 
sibility and it was a two-day program. 

Same program was then condensed 
into a hard-hitting one day meeting to 
be presented at the other 12 locations. 
Reprints of speeches were produced 
and colated in master books and 
mailed to each of the other 12 meet 
ing sites, well in advance. Talks were 
then delegated to local ‘representatives 
and they were to study them and pre 
sent them at their meetings. 

For instance, an average area had 
about four or five local representa 
tives participating in one meeting. To 
add to this, one headquarters man, a 
member of Sales Training Dept., was 
assigned to each van. He traveled to 
meetings to which his van was as- 
signed and held rehearsals of local 
representatives, coordinated every- 
thing, and presented a large portion 
of the program. 

In some cases, one or two other 
headquarters executives, when avail- 
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able, also were scheduled to attend a 
meeting and give his own talk. So, 
on an average, each meeting had its 
local representatives plus one or two 
headquarters people to present the 
message to dealers. 

It worked out fine because the as- 
signed headquarters man had _par- 
ticipated in previous meetings, and at 
the rehearsals he could assist and offer 
suggestions to local men — tell them 
what had happened at the other meet- 
ings. ‘This made for a smoother pro- 
gram. 

In most cases, dealers didn’t have 
to travel far to attend their meeting 
and were usually home the same 
night. ‘hey were happy about that. 
“Welcome” and “introductory” 
speech got under way at 9:30 AM and 
after a group lunch the meeting con- 
tinued until 5:00 pm when a cocktail 
party and dinner were served to end 
the day’s events. Climate Van was not 
inspected by dealers until the meeting 
was over. By doing this, we created 
suspense in seeing the van and interest 
in the meeting. It was left open then 
until everyone had seen it. It even 
interested outsiders. In nine out of 
10 cases our lunch and dinner were 
late because waiters, waitresses and 
even the cook were outside looking at 
the van. 

Late that evening, when we were 
sure everyone had seen the van, the 
driver would begin to wrap every- 
thing up, put props back in the van 
and away it would go—on to the next 
meeting. Assigned headquarters man 
would travel to the next meeting site 
the fastest way possible. A rehearsal 
was held - 
order . 


everything arranged in 
and when the van arrived, 
another meeting was put on. 

Our plan to put over our meetings 
for 1957 proved successful because: 

|. We presented the same program 
in half the time compared to the pre- 
vious year, 


2. We effectively 


introduced the 


van to dealers as a new type of pro- 
motional tool. 

3. Headquarters personnel spent 
less time on the road. 

4. Use of local representatives in 
the meetings raised morale and con- 
fidence. 

5. Groups were smaller and there 
fore more personal contact was pres- 
ent. 

6. By using vans in these meetings 
cost was reduced by 50%. 

Some typical dealer reactions: 

“Because it only took me away from 
my office for one day, I decided to bring 
my entire organization, even my secre 
tary.” 

“The pace of the meeting kept me on 
the edge of the chair for the entire day.” 

“The 


Van was terrific and it was a wonderful 


suspense of seeing the Climate 
climax to an interesting meeting.” 

So, on Nov. 28 one van had com- 
pleted its primary duty of assisting in 
six dealer meetings, and its last meet- 
ing was held at St. Louis. From that 
moment on, it was scheduled to be 
used by wholesalers, dealers and 
Worthington representatives to dem- 
onstrate to architects, builders, cus 
tomers, dealers, and the public that 
Worthington offers a complete line of 
cooling and heating equipment for in- 
dustrial commercial or residential ap 
plication. 

The other van had meeting number 
five on Nov. 12, in Cincinnati, and 
its next scheduled area was Salt Lake 


City, Dec, 19. Since we wanted to 
make economic use ot the van, we 
ran it down to Texas and then to 


Oklahoma so two of our wholesalers 
could use it for their own organiza 
tional meetings, before we sent it to 
Salt Lake for our last dealer meeting. 
So on Dec. 
it continued on its way to the towns 
and hamlets across the country, where 
it will be used by the same Worthing 
ton wholesalers and dealers who at 
tended these meetings. The End 


19, just as the other van, 


CONVENTION HARMONY 


(abun Specialty! 


Efficient supervision and assistance, harmoniously combined with 
adequate, modern meeting rooms and complete facilities make 
conventions at the Claridge a SYMPHONY OF SUCCESS. 
Meeting and banquet facilities for groups from 10 to 1,000. 
Write for Convention brochure and floor plans. 


HOTEL CLARIDGE, nemnis 


100% Air Conditioned + 400 Guest Rooms 


~ 


Contact: 
ROY D. 
MOORE 
Dir, of 
Sales 
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Are your conventions 
in a domestic rut? 


no more time 
or money to have an 
overseas convention 
by air... .~ A 


It takes 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AME RCCAN 


World's Most 
Experienced Airline 


Wesler T. Keenan, General Manager. Offices: New York, 
Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 


SUperior 1-0420; lashington, D.C MEtropolitan 
8-3492; Miami, FRanklin 9-7852 


v DISPLAYS 
of PRESENTATIONS 
of EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 
Setisfaction Guaranteed) 
] PHOTOGRAPHY 
Giant Prints 
Cutouts 
Translites 
Photomurals 
Copy Photos 
| Orrvser PRINTING 
Color Litho 
Planography 


PHOTOSTATS 
Enlargements 
Reductions 
Perspectives 
True-Tone 


RCS delivers Top Quality 
reproduction, FAST service, 
at reasonable prices. 


FREE! Clip this Ad! 


Attach to your letterhead, and new price | 
lists will be rushed to you, with booklets . 
How to Use Reprints Make Mine King 

Sire and "Stunts With ‘Stats 


Veatias 


ao Ogee Cage Get oe 
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or 
personalized 
exhibits 
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, That “something extra” in 
, our finished product reflects a 
i ; ; ; 

client attitude which, in almost 
} four decades of exhibit design 
} and construction has brought to 
> 

and kept with our firm a long 
, and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
‘ New York, New York 
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Trace Complex Buying 
Pattern at Industrial Show 


Importance of qualified exhibit personnel pointed out by 


research of industrial show visitors’ investigation of equip- 


ment. Study shows, too, how show covers small company 


prospect that is called on infrequently by salesmen. 


BY JOHN T. FOSDICK © Research Editor 


Purchase of heavy machinery usual 
ly is an involved procedure. How an 
industrial show operates to facilitate 
buying and selling is revealed by 
painstaking research. ‘This research 
ferrets out exactly what took place in 
the buying process. 

First part of this unique survey to 
follow up and determine buying in 
Huences of an industrial show were 
described in Oct. 5 issue. You will 
recall that visitors to 1956 Tool En- 
gineers Show were interviewed at the 
show with the request to indentify 
equipment or other items that they 
had seen at the show and which they 


ViIBRATIONLES 


planned to buy, investigate for possi- 
ble purchase, or recommend that their 
companies investigate. In this way 
we started with the name of the 
equipment being considered and _ its 
manufacturer. Thus, there could be 
no confusion when purchases were 
traced later by researchers. 

About three months after the show 
each man who had been interviewed 
received a personal letter signed by 
the same research man who had talked 
with him at the show. It referred to 
the specific equipment or supplies 
named during the original interview 
and asked if a purchase had been 


HH aetLoug. 


"Would you care to hear my sales pitch anyway?” 


SM/MARCH |, 1957 


\ ala te PLUS COMBINATION 
Leseeeeseees UX NEW YORK...... 


‘t 


‘ 
‘, 
); 
ne 
+, a) ~— 
TN bot 
4\8 IZA eS 
§ ja 82 55.53%.) ) 
33—.| .* estes} 
93377133 s>| 
17 8ed ta liiee =| 
A ee be eo =. a2 
’ As ee, 4, a2 17 2: . 
24 43 DIN ya) 
’ YF 3 Naan 
ih ; en fa TF. 
1 
yw 3 To eagell ¥ Wy 
wo* 4 ‘te 
ret 
eri 
res 


ee = SEE 


I 


te ae ee oe ee 
etek Ben ft fF | 


Ys oe 2 7 


34TH STREET AT 35TH STREET AT 8TH AVENUE 


8TH AVENUE 


NEW YORK TRADE SHOW BUILDING 
DESIGNED EXPRESSLY FOR TRADE SHOWS- 


In the heart of the city’s trading and 
entertainment area. 2500 outside rooms with bath, 
many with TV. Fine dining facilities—Home of 
the famous Lamp Post Corner, Golden Thread 
Cafe and the popular Coffee House. 


t floors—-200 rooms 


* | open floor of 18,000 square feet 
Excellent Convention facilities. Grand ¢ Fully air-conditioned 
Ballroom and North Ballroom together with the 
foyer between will provide approximately 10,000 
square feet to accommodate 1400 for Meetings and 
1300 for Banquets. Many other Function and 
Meeting Rooms available. 


Acoustical ceilings 


6 hi-speed elevators plus heavy duty 
freight lift. 


Direct subway tunnel to Pennsylvania Modern lighting equipment 
Railroad Station & L.IL.R.R. Garage. ; . 
1ilroad ition ¢ | varage e Crew of experienced personnel 
For Convention information write, 

es (LOngacre 3-1000) or Teletype (NY 


1-1384) Jack Potter, Director of Sales, or contact 


© Adequate facilities 


e ‘ree ti ‘3. 8 . j r "aAcKs 
our mB Convention Office. Free tables, she Iving, rack 
¢ Spotlights——special peg-board 
display walls 
Washington, ‘ wis 
D.C., EXecutive 3-6481 ¢ Restaurant & Beverage facilities 
Cleveland, PRospect 1-7827 room service. 


Chicago, MOhawk 4-5100 


Josepu Massacuia, Jr., President 
Cuares W. Core, Gen. Mer. ¢ Tunnel to Penn Station 


¢ Center of Show Area 


Other MASSAGLIA Hotels ¢ Adjacent to Hotel New Yorker 
- 2500 sleeping rooms 
Santa Monica, Calif. Hotel MIRAMAR . Washington, D.C. Hotel RALEIGH ied | ping 
San Jose, Calif. Hotel SAINTE CLAIRE . Hartford, Conn. Hotel BOND 
Long Beach, Calif. Hotel WILTON « Cincinnati, O. Hotel SINTON , ‘ . 
. Gallup, N.M. Hotel EL RANCHO . Pittsburgh, Pa. Hotel SHERWYN For Infor mation Contact: 
Albuquerque, Hotel FRANCISCAN . Denver, Col. Hotel PARK LANE 
and in HAWAII... . Duane W. Carlton, President 
Hotel WAIKIK! BILTMOR luk on e P 
tes SRIMORE Honolulu New York Trade Show Building 
MIDWEST HEADQUARTERS i” 
CHICAGO BOOKING OFFICE . 200 E. Walton DE 7-6344 500 - 8th Avenue 
~ World famed hotels—Teletype service—Television f New York 3 Me Be 


LOngacre 4-4100 
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With The 
Jamestown Festival 
So nearby 


(result of mail survey, July, 1956) 


Purchases still pending 


The Cavalier 
is the 195] 


Convention 


Industrial Show Buying Activity 


(Action taken by men originally interviewed at Tool Engineering Show) 


Number reporting one or more purchases 23 10%, 


Additional companies reporting purchases 72, 30% 
(result of telephone survey, December, 1956) 


TOTAL making one or more purchases during 1956 95 40%, 


30 12%, 


No purchase made or now contemplated 92 38%, 


Interviewed at show but not reached for followup 23 10%, 


(faulty name or address, deceased, no longer 
with company by whom employed when at show) 


Choice 


Write our Convention Director for 


made, if the project was still under 
consideration, or if the matter had 
been dropped. Approximately 25% of 
the men answered this letter. 

Irom this we identified many pur- 
Jamestown Tours for Convention | chases running from a few hundred 


Convention Brochure—information on 


the Jamestown Festival The Cavalier's 


Guests—Dates Open in 1957. dollars to a maximum of $290,000 
by one respondent. But over half of 
the men answering this letter reported 
that pure hases were still under active 
consideration. Decision was made, 
therefore, to wait another three 
months before following up the 75% 


who had not answered. 

Phase three, then, was a check late 
in 1956 with these men who had not 
answered the letter, plus a recheck 
with those who stated that purchases 
were still under consideration. This 
was done by a personal telephone call 
placed to each of the more than 180 
men to be checked. Results of this 
final checkup are given in the table 
above. 

This table does not reflect the en- 
tire story. Nearly half of the men 


RAILWAY EXPRESS PAVES THE WAY 
TO SUCCESSFUL SALES MEETINGS 


The road to a successful sales meeting or exposition can be a 


rocky one—what with the mass of materials and props needed 


for comprehensive displays. Railway Express has had years of 


experience working closely with many companies, and can 


provide you a dependable service in delivering displays and 


materials to exhibition halls all over the country. 


Railway Express Itinerary Display service can work out a complete 


schedule for point-to-point movement of your display by rail or 


air express. Railway Express picks up your display materials 


in areas covered by our vehicle service . . 
delivery 


. assures prompt 
“VIP” treatment in transit. So, phone your nearest 


Railway Express Office. You'll save time, money, and headaches. _~— 
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who reported a purchase — and are, 
therefore, included in the 95 in the 
table — also indicated that additional 
purchases were pending. In many of 
these cases the purchases already com- 
pleted ranged from accessories at a 
few hundred dollars to small ma- 
chines costing a few thousand dollars. 
At least one purchase pending is for 
a major machine tool with a cost 10 
times or more the amount already 
spent. 

First group of 23 purchasers who 
supplied details of their buying in re- 
sponse to the first letter, listed a total 
of $355,447 already spent, a tidy 
$15,455 average per company. 

Fourth and last phase of this most 
comprehensive investigation of buying 
activity traceable to industrial show 
attendance is now under way. All 
men who report purchases of more 
than a few thousand dollars are being 
visited personally for an interview by 
representatives of John T. Fosdick 
Associates. At this time an oppor- 
tunity is provided to make additional 
interviews with purchasing agents, 
and associates of the man with whom 
all original contact has been made, in 
order to validate reported purchases. 

Now we can learn to what extent 
the purchasing company was aware of 
the equipment or materials before the 
show, and whether it already had 
made inquiry or tests before seeing it 
at the show. Thus, the true degree 
of influence of the show can be de- 
termined. 

‘I hese interviews are still continu- 
ing. A complete report of this project 
will be published later by the Ameri- 
can Society of ‘Tool Engineers, spon- 
sor of this study. 

Following case histories are based 
upon actual plant-location interviews 
by a principal of the Fosdick organi- 
zation with the man originally inter- 
viewed at the show, along with his 
associates. 

Here is an example of how seeing 
a machine at the show resulted in 
closing a sale. An engineering fore- 
man, Mr. “A,” has a staff of 15 
working under him. One had recom- 
mended a Royal Master centerless 
grinder to him on the basis of having 
seen it at another plant. An inquiry 
was sent to Royal Master, and litera- 
ture received along with a letter from 
the president of Royal Master ad- 
vising that one of its machines would 
be exhibited at the forthcoming 
ASTE Show. 

Mr. “A” went to the show to ex- 
amine this and other centerless grind- 
ers and he visited, in his words, 
“every booth where such grinders 
were displayed.”” He was most im- 
pressed by the Royal Master exhibit. 
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SALES PROMOTION 


Congratulations on your display! 


But—good as it was-—here’s one sales promotion man who's 
not in the mood to take bows for his company’s display. The 
planning, designing, building, erection and all the other 
details have taken everything out of him. And the budget! 
He’s way over that and half the bills aren’t in yet. Congratu- 
lations may be in order but not from the boss. 


“One-Stop” Service 


One way a smart sales promotion man can handle any display 
or show is to take advantage of “One-Stop”’ Service. This 
simply means calling us and having our specialists take over 
every phase of your display requirements. We take pride 
in our creative men, designers and erection staffs. And 
in 20 years we have never missed delivering on schedule! 


If you like original, effective displays delivered 


and erected on schedule and most important P aa a 
WITHIN YOUR BUDGET limitations, without = ‘ 
hidden costs, you'll be happy you investigated “ sjul 
our “One-Stop” Service. Call us soon. . l i. 
FOcin' 


Display and Exhibit Specialties Company 
1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 


International Amphitheatre 


Home of the Chicago Automobile Show—Chicago National Boat Show-—Chicago Inter 
national Sports and Outdoor Exposition—international Live Stock Exposition—Iinternational Kenne 
Club Dog Show—Internationa| Dairy Show and Rodeo—The Chicago Home of the National Meta 
Exposition—international Heating and Air-Conditioning Exposition, Republican and Democrat 
National Conventions, National Packaging Exposition, Materials Handling Exposition, Nationa 
Machine Tool Buliders’ Show, Road Builders Show and other leading Expositions 


585,000 Sq. Ft, Exhibit Space individual Halls 4,000 to 180,000 Sq. Ft 
ARENA Seats 12,000 and is Air Conditioned Many Smaller Meeting Rooms 
New Public Address System Parking for 4,000 Cars 15 Minutes from Loop Hotels 
Adjoining Stock Yard Inn and the Saddle & Sirloin Club 
also available for your meetings, conventions and banquets 


International Amphitheatre 42nd & Halsted, Chicago 9, Ill. 


(Author's note: Royal Master was 
the only exhibitor of centerless grind- 
ers that showed machine in actual 
operation.) 


Visited Several Booths 


THE COMPLETE 
SALES MEETING SERVICE 
STAFFED BY EXPERTS 


tees ot 


Most of the other grinders exhibit- 
ed were two large or otherwise not 
suited to “A’s” needs, but he found 
two other makes that looked as if they 
might be satisfactory. He visited each 
these booths two or three times, 
but was unable to find people in at- 
tendance who could answer all his 
questions. As a result, he returned to 
his plant with his mind pretty well 
made up to buy the Royal Master. 

He reported his reactions to the 
supervisor and manager of engineer- 
ing, and discussed it with them. The 
machine requisition was cleared with 
division headquarters. 

Requisitions for bids were sent to 
Royal Master and also to one other 
company whose name was taken from 
past purchase files. Mr. “A” recom 
mended the Royal Master and the 
order was placed in June, with the 
machine delivered in August. Price 
was between $7000 and $8000. 


For meetings large or small . . . whatever your 
needs, Cellomatic is better equipped to serve you. 


Script e Direction e Production e Staging e Slides e Carbon are 
projection ¢ Strip film e Motion Pictures .. . and that big plus . 
CELLOMATIC PROJECTION! The only animated slide projector 
available. Imagine the animation of motion pictures on a slide budget. 
You must see it to believe it! 

WE ARE PROUD TO HAVE SERVED 


Ford Motor Co. © G.M.A.C. © N.A.M. © Food Topics Magazine © United Airlines © Underwood Corp 
Colgate Palmolive Co. © General Foods © Pontiac © Mutual Broadcasting System © National Assoc 
of Chaise Drug Stores © American Cyanamid © Lipton Tea © Look Magazine © TvB © Nabisco 
Gulf Oil © Sports Illustrated © Fortune © Kellogg's © American Motors © A. ( 
Pan American Coffee © Schick Razor © City 


Nielsen 
of New York © Combustion Engineering 


Literature on request 


CELLOMATIC CORPORATION 


NEW YORK CHICAGO 
756 SEVENTH AVE 556 W. MONROE ST 
HOLLYWOOD 
7313 SANTA MONICA BLVD 


Here is a case history of how one 
company checked out equipment it 
was planning to buy while investi 


, gating alternate ways of doing the 
HOW TO WIN job, and made its decision on the 
basis of show discussion. Mr. “B”’ is 
FRIENDS = chief liaison engineer of his division. 
Accompanied by three men from his 
Distinctivel y and inspire sales meetings! plant he spent one day at the show. 
Have your next group at the He particularly went to see the Elox 
Diflerent... Allison! Company’s electrical discharge die 
| sinking equipment which was unde 
Attractive meeting rooms and | consideration for use in his plant. 
i! wow sc lg ne suites can be arranged to custom He had seen one of these machines 


Hancock 6-6625 


Grand Central 
5th Ave. shops, theatre 
district. All outside 
rooms; radio, TV 
circulating ice water 
tub and shower! 
Everything to make 


you feel ‘at home" 


Home of the famous 


Hawaiian Room 


LEXINGTON AVE. AT 48th STREET 
NEW YORK CITY 17, N. Y 


See your local travel agent 


write for Brochure 152 


MIAMI 
Franklin 9-8331 


CHICAGO 
Dearborr 4432 


BOSTON 


fit any requirements for the 
smaller convention 

What's more, you'll enjoy superb 
facilities, wonderful cuisine—and 
the distinctive personalized ser- 


vice for which the Allison is 
famous 


Just for pleasure: 


Private beach, pool, cabana club 


Buttery— Gold Coast Cocktail 


Lounge 
Cosmopolitan Dining Room. 


Write Arthur A. Adler 


for details 
Went 


HOTEL 


The 


Air Conditioned 


DIRECTLY ON THE OCEAN AT 62nd ST. 
MIAMI BEACH 


previously in operation at another 
plant but was uncertain whether it 
could be used for the application for 
which he was considering it. 

In addition to talking with techni- 
cal representatives of Elox at the 
show, he and his associates also in- 
vestigated whether the job they were 
considering could be accomplished by 
other methods using ceramic tipped 
tools. He talked with representatives 
of two companies that make these 
tools, and asked for additional infor- 
mation to be sent to him. 

On his return to the plant he dis 
cussed the Elox equipment with the 
manager of production engineering, 
the manager of the experimental de- 
partment, and the chief tool engineer, 
two of whom had been to the ASTE 
Show and had talked with Elox 
there. This group decided to have 
tests made on its materials at the Elox 
plant. 
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Hal (erusenliond 
~~ on Smaller Groups 


at the new fully air-conditioned 
Toffenetti Hote! in St. Petersburg 


Pianning a convention or sales meeting for 4 
group from 10 to 150? You'll find that the 
new Toffenetti Hote! has ideal facilities for 
serving groups of this size with personalized 
attention: 

* Modern meeting-banquet room accom- 
modating up to |50 with facilities for 
exhibits 

Beautiful restaurant serving world-famous 
Toffenetti food .. . can accommodate up 
to 300 for special banquets 


Smartly furnished guest rooms 


Cocktail lounge * Free parking 


Perfect location in the heart of St. 
Petersburg, near all sports and sight- 
seeing attractions 


Open all year round, For information write 
James McManemon, Managing Director 


THE NEW 


ARCO = 


ae 


Ad AVE, AT SECOND ST. NORTH 
PETERSBURG, FLORIDA 


a, same hespitality as at our world-famous 
Toffenetti Restaurants in New York and Chicago 


The RIGHT Hotel... 
in a Great 
Convention City! 


Ritz-Lar tore 


c, on 
#0An, WAL y snr 


The Ritz Pree very own, 
BRAND NEW Convention Hall 
adjoins the hotel, right on the 
Boardwalk capacity: 1500 
persons. It's smart, spacious and 
efficient with every facility to 
ssure convention success. Top- 
fidelity public address systems 
augment the perfect acoustics . . . 
complete banquet facilities... 
smaller rooms for the smaller 
meetings 
And here’s some extras’ the 
Ritz is the nearest hotel to the 
famed Atlantic City Auditorium 
it’s the home of the wonderful 
Merry-Go-Round Room for fun 
and relaxation all Ritz rooms 
have ocean view 
no “inside” rooms! 


Write, or phone 

Atlantic City 4-305) 
MICHAEL T McGAaPRRy 
ve 


& General Monoger 
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Tests were satisfactory, and an 
order for one unit, signed by the pro 
duction engineering manager was 
placed in December, nine months 
after the show. ‘Total price of the 
machine including $4000 in acces 
sories was $20,500. In January, 1957, 
an order was placed for a second ma 
chine with accessories 

Final case history is that of a 
smaller company, not called upon as 
regularly by sales representatives of 
all machinery and tool manufacturers 
par.. ca 
attended the show. He saw the prod 
ucts of Cooper-Weymouth Inc 
Bridgeport, Conn., felt “they would 


president of the company 


meet my needs and stuck with them 
and gave them the order.” 

He purchased an open throat air 
operated slide feed at $1,300 plus 
$150 additional in accessories. He 
also purchased a plain stock straight 
ener from the same company for 
$650 

Other tools bought from other ex 
hibitors included a coil holder for 
$375, purchased from a California 
manufacturer. In all, three pur 
chases made by Mr. Decision 
as to suitability was made as a result 
of visiting the ASTE Show, he re 
ports, and no other firms were con 
tacted for prices or information after 
he returned. 

Mr. “ar adds, 
derful trade show for all that was 
new and advanced was shown under 
Usually when a salesman 


“This was a won 


one root, 
calls on me he does not have all the 
technical answers and has to check on 
them, and by the time he returns 
other things have changed. Here at 
the show I can get all the answers at 


once, 


Results of Show Visits 


‘Thus, you have three different case 
histories of purchases resulting from 
a visit to an important industrial 
show. First shows how a supervisor 
was able to inspect equipment sug 
gested by one of his men, and to make 
a decision after examining this and 
comparing it with other similar equip 
ment. Second again shows how a com 
pany brought all the interested parties 
in to see a new machine recommended 
by one staff member, and at the same 
time how they also checked on alter 
nate ways of doing the job before 
making a decision to buy. Finally, we 
have a case where a man saw new 
items for the first time at the show 
and made up his mind to buy some 
thing which he might not have dis 
covered as quickly, if at all, if he had 
The End 


not attended 


YOU'LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


* Convention Planning “Know How.” 
® Tropical Resort Relaxation. 

* Hotels and Apartments for 40,000 
*® Meeting Rooms for 50 to 1000 


® Air-conditioned Auditorium Seating 
2,500... With Exhibit Space 


DAYTOWA Beach RECREATIONAL Ania 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA ~ PORT ORANGE 


ree em me WRITE OS oO 


PETER NILES, Executive Director | 
CONVENTION BUREAU, 533 SEABREEZE BLVD ' 
DAYTONA BEACH, FLORIDA } 

Orn CALL COLLECT 22-0461 j 
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STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 
Casino Auditorium: 42 « 64 plus balcony and 


theatrical stage, 15 « 24. Seats 
Maxwell Room: 65 « 80. Banquet and dining 


facilities for 450. PA system, stage, service bar 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: 40 « 4. Seats |40 

Pinon Room: 40 « 27. Seats |40 

Roundup Room: |7« 40 Seats 100 
Manor West Lounge 32» 32. Seats 140 
Manor East Lounge: 12% 312. Seats |40 
Ranch Room: 12% 25 Seats 100 


“Extras” Included in American Pian 


chuck wagon dinners 
swimming 


Square dancing 
ladies luncheons pool 


nightly entertainment and dancing admis 


sion to world famous Lariat Lounge croquet 
horseshoes putting tennis 


children’s playground with supervision ping 
b 


pong ihiards bingo ard games 


fashion shows 


Horseback ridi ing tours of National Park, golf 


coating and fishing available at reasonable rates 


Estes Park ‘Phone 23 
Chicago ‘Phone MOhawk 4-5100 


Teletype No. CG-12H4 


, 
y y J 
LVLQULLOV EQ 


Meeting Space for 2000 


Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 


Atlanta 


| NVENTION FAVORITE IN KANSAS CITY 
otel President 


alized service for 

conventions up to 500 and 
‘conventionally priced 
or ‘ 


-j al s m 
: | ret t | 
fA \ : j 
Set 
@ 400 “comfortized” air-conditioned 


rooms — 18 suites — free radio and running 


ice water in every room 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms 


@ Main ballroom capacity~ Meeting 800—Din 
ing 600—Junior ballroom & Aztec room 250 
Closed circuit telecast facilities available 
Drum Room & bar featuring famous cuisine and 
entertainment 

@ Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium 
Garage & parking facilities adjacent 


@ for illustrated brochure write 
Convention & Catering Dept 
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INDEX TO ADVERTISERS 


Hotel one oy: (Dallas) 


Aero | Martone Transit Co 
A 


Aladdin Hotel (Kensae ci ity, Mo.) 
| Age ke on Advertising 
Allied Van Lines Ine 
A yi M ’ k 
Allison Hotel 
A yi R 1.Bodee & f 


y: Koe undis & 


Ambassador International Corp 
Age jar 


American Airlines, Inc 
Agency: Le 


n & News 
American Bahamas y ws 
Age y srrabee Associates 


American Neckwear Manufacturing Co 
aa 1 Research & Advert } 


Bartlett and Associates, Inc 


Atente Biltmore Hotel (Atlanta) 
Harvey Ma 


Andrews 


yale Co., in 


Behemes Government Development Board 
rant Advertising 
sar od ty | (Dallas) 
Advertising Agency 
henna Hote! (Miami Beach) 
A Newman, Stern & Mande 
We Belsoms (Dtxville Notch, N H) 
} } ank A ly tis } 
Berbicon Plaza Hotel Pas yore City) 


Dowd, R ‘ ‘ 


y U WwW 


lemons Biltmore (Bellair Fla.) 
A Koe Dandis & Landar 
Berkeley-Carteret Hotel (Asbury Park, N. J.) 
A ‘ 


ester Ha 


| Berksh re Hills Conference (Pittsfield, Mass.) 
ferk /, Frank Advertising 


y Herbert W 


Bermuda Trade Bovelopment Board 
A ‘ } vw Vat r 


Boca Raton Club (Boca Raton, Fla.) 
je y: August Dorr Associate 
Bon Air Hotel (Augusta) 
Agency: Koel sndis & Landan, Ir 
British Colonial Hotel (Nassau) 
Buck Hill cone bn The Inn 
Ag eedham & 
Buena Vista Hotel coon Adlon.) 
win Advertising Agency 
Camelback Inn (Phoenix) 
Age wa 1& ¢ pa 
Canadian National Railways 
A McCanr k 
Canadian Pacific Railways 
A . & Eckhard? 
Capital Airlines 
Ag y wis Edw Ryan Advert ] 
Cappel! MecBoneld & Co 
Age r Agency 
Caribe Hilton Hotel 
A Nee am & Grohmann, | 
Carribean Cruise Lines 
A sbee A ates, Advert } 
Cavalier Hotel (Richmond) 
Age yura Lambe Advertising 
Casa Blanca Inn (Scottsdale, Ariz.) 


Cellomatic Corp 
A Ha i Jacot 


r halfonte Haddon Hall tonite City) 
ny & Rogers A } 


The Chartmakers 


Claremont Hotel (Berkeley, Calif.) 
A 


) y jyency 
Cc lorie yor sy wee City) 
ive ng Age 
Claridge Hotel hw ype 
Ag t pany 


Concord Hotel (Kiamesha Lake, N. Y.) 
A f ell Che Cle 


Kact r 
y 


Dartnell Corporation 

Ag Art Barr 
DaLite Screen Co 

oe y ta 
Daytona Beach Convention Bureau 

A A 


] ivert } 


Hotel Del Coron ado (Corenede, Calif.) 


way 


we ark 4 jener Van Fiper 


118 


92 


Delta Airlines 3 
Agency Burke, Dowling Adams, inc 

Hotel Dennis (Atlantic City) 5) 
Agency: Halsted & Van Vechten, Ir 

Hotel DiLido (Miami Beach) .... 4% 
Agency: Advertising Trade Service, Ir 

Dinkler Hotels 38 
Agency: Koehl, Landis & Landan 

Display & Exhibit Specialties Co 115 
Agency: Clark & Bobertz, | 

Drake Hotel (Chicago) 7 
Agency: Grant Advertising 

DuKane Corp 3b 
Agency: John Marshall Ziv Co 

Eastern Airlines 49 
Agency: Fletcher D, Richards, Inc 

Eden Roc Hotel on Beach) 73 
Agency: Harris hitebrook. Inc. 

Edgewater Gulf Hotel (Edgewater Gulf, 
Miss.) 74 
Agency y Atkinson, Inc 

Edwards Hotel (Jackson, Miss.) 90 
Agency: Godwin ivertising Agency 

EI poe Hotel (Grand Canyon, Ariz.) 74 

hn W. Shaw Advertising 

Emerald Beach Hote! (Nassau) it 

e Jordan Co 

Paeceat Hotel (Miami! Beach) 100 
Agency land Jee & Flint Advertising 

Equinox House (Manchester, Vt.) 75 
Agency: Herbert W. Frank Advertising 

oo wang pred Co. . 55 

De ehanty Kurnit & Geller 
A ivertising Corr 

Aen uM +e Products 62 

ency Fisher Associates 

State of Florida 43 

jency yeorge Evans Co., Advertising 

Flowers of Hawaii 33 
Agency: Western Advertising Agency 

Fontainebleau Hotel (Miami Beach) 65 

agency: Newman. Stern & Mandel! 

Hote! Fort Sumter (Charleston, $. C.) 77 
Agency: Advertising Service Agency 

Furness Lines 40 
Agency: Wendell P, Colton Co 

Galveston (Texas) 10 
Agency ert Advertising Agency 

Gardner Displays 16A 
Agency: Vic Maitland & Associates, Inc 

—— Exhibits s Display 37 

y: Pe vompany 
The yee ce: Hotel (Savannah 
4.) 
Agency: Harry Atkinson, Inc. 
Cony) ian Bay Line 32 
' y V e-Jickling-Conkey, Inc 
The Golden Gate Hotel (Miami Beach) 87 
y snd-Bodee & Flint Advertising 
Grand ny eed ~- (reed Bahama) 2 
The Greenbrier (White Sulphur Springs, 
W. Va.) 
Agency: Needham & Grohmann, Inc 

Grossinger's (Grossinger, N. Y.) 16 
Agency: Blackstone ivertising, Inc 

Jam Handy Organization 4 Cover 
Agency: Campbell Ewald C 

Happiness Tours 8! 

yency: Enge Jvertising, Ir 

High — In (Mount Pocono, Pa.) 4 
Aaer Koeh!, Landis Landan, In 

Sates Beach Hotel (Hollywood Beach 
Fla.) 27 
Age y on & Bronner, In 

We Homestead (Hot nsrate 5 yA Va.) 102 

y: tdwara 
Hotel Corp of America % 
yency: H & Riga r 

a Hudson Hotel (New York City) 9 
A kerbocker ivertising 

The Inn (Buck Hill Falls, Pa.) 72 

yency: Needham & Grohmann, Inc 

International Amphitheatre (Chicago) 5 

Ivel Cosporeties 110 

je The Wexton ¢ mper 
SM/MARCH |, 1957 


Jack Bilt Corporation ..............cee0ee —— 
Jock hd Hotels a ee ee 107 
Griffin Advertis ng 
sites Hotel (Atiantic City) 90 
“= Hotel (New Orleans) 71 
Alert Advertising Agency 
Kahler Hotei (Rochester, Minn.) 82 
Kansas City Auditorium (Kansas City, Co.) 89 
Agency: Walter L. Johnso ciates 
Kansas City Stadium Sinaia City, Mo.) 88 
Agency: Walter L. Johnson, Associates 
Key Biscayne Hotel & Villas (Miami) 88 
jency: Sishoprix/Green/Fielden, Ir 
King’s Gateway Hotel (Land O'Lakes, Wis.) 9! 
} y: Harry Atkinsor 
katonde Hotel (Santa Fe, N. M.) % 
y: John W. Shaw Advert 
Lake Placid Area (New York) Ra 
The Lakeside (Eagles Mere, Pa.) 108 
Agency: Arndt, Preston, Cha Ke 
4 
Howard Lanin Management, Inc 92 
LaSalle ao | 83 
yency lewellyr 
Las Vegas Convention Bureau 32 
categien Hotel nee York oy) 116 
las y: Lubbe j ate 
Lucerne Hotel (Miami Re 103 
A y: Harris & Whitebrook 
Manoir Richelieu logon! Bay, Que.) 102 
Agency: Wendell 
Mener House (Ste Agathe des Mente, Que.) 104 
ncy: Cambridge Adv s 
Manpower, Inc 52 
A y: Fre tein & Levy Advert 3 Agency 
Massaglia Hotels 113 
Agency: Harry Atkir 
McAllister pe te ey 110 
Agency: R 1-B » & Flint Advert } 
McGuire Trave| Co 110 
Agency: F re ¢ 
Messmore & Damon 112 
City of Miami 54 
A ncy: Bishog Green/ Fielde 
Miami Beach Convention Bureau 3 
y: August Dorr Advert j 
Mont Tremblant Lodge (Mont Tremblant, 
Que 109 
ze ndt, Preston, Chapin, Lamb & 
\ 
Moniauk Manor (Montauk Manor, N.Y 106 
yency 3 Vecker ivertising 
Mount Washington Hotel (Bretton Woods, 
N. H.) 36 
Agency: Fien & Schwer Advert j 
National Airlines 53 
Ag / Jey ert 
National Guard Armory 99 
arrabee Associates, Advertising 
Now Boscnag ry Hotel (Seattle, Wash.) 77 
We arg 
New York Trade Show “orp 3 
Agency: Koel andis & Landa 
North American Yan Lines 3 Cover 
Applegate Advertising 
Northernaire [ee Lakes, Wis.) 91 
Aas A we 
Northeast Airlines, Inc 70 
LE y ambe & Wiswe 
Northwest Orient Airlines, Inc 29 
Agency smpbel!-Mitt 
Oravisual Company, Inc 84 
Palm Beach Biltmore (Paim Bea: h ie.) 62 
gency: Ray McCarthy Ad 
Pan American World eet Inc, 51, 83, 91, III 
A Valter Th f Co 
Paradise Inn (Phoenix) 63 
Parisian Novelty Co 9! 
Agency: Robert Pet Advert y Agency 
Peabody Hotel (Memphis) % 
Peninsular & Occidental Steamship Co 74 
Penn Harris Hotel 75 
Pocono Manor Inn (Pocono Manor, Pa.) 105 
Ager Arndt, Prest api emb & 
Kee 


SM/MARCH i, 1957 


Hotel President (Kansas Cty. Mo.) 118 
Agency: Potts-Woodbury, | 
Puerto Rico Visitors dene 93 
Agency: Ogilvy, Benson & Mather, Inc 
Railway Express Agency 114 
Agency enton & Bowles, 
RCS Studios 112 
Richardson Mineral Springs (Richardson 
Springs, Calif ) 10 
Agency: Swaffo Company 
Richmond Hotels, Inc 94 
Agency: Dumbrower Advertising 
Ritz-Carlton Hotel emg yee 117 
Agency: Abner J. Gelula& A ates 
Roney Plaza Hotel (Miami egy | 101 
Agency: Roland-Bodee & Flint Advertising 
Sagamore Hotel (Bolton Landing, N. Y.) 108 
Agency: Donahue & Coe, Inc 
Scaroon Manor (Schroon Lake, N. Y.) 89 
Seabreeze and Ambassador Hotels (Palm 
Beach, Fila.) 
Agency: Power Advertising As jates 
Seville Hotel (Miami Beach) 71 
Agency Rosen/Goeld Advertising 
Shelborne Hote! (Miami Beach) 54 
Age y: Gorchov Adverti } 
Shelburne Hotel poo City) 105 
yency: D and Advertising Agency 
Sheraton Corp. of America 6,7 
Agency: Batten, Barton, Durstine & 
Ost mn Ir 
Sheraton-Gibson Hotel Catee 106 
Agency: Associated ivert } Agency 
Hotel Sherman (Chicago) 15 
Agency: Ellingt & « 
The Shoreham (Washington, D. C.) 13 
gency: Fairfax, Inc 
Ski irvin Hotels (Oklahoma City) 42 
}¢ stewart Bell Advert } 
Skyline Inn (Mt, Pocono, Pa.) 66 
Skytop Club (Skytop ~) 75 
Age y: K Landis snda 
Slick Airways, Inc 86 
Ag y: Harry W. Graft ¢ 
Stanley Hotel ar Perk, Cote.) 7 
Agency rv Roser vert } 
State Fair of Texas (Dalias) 67 
Agency W, Sher 
Sun Valley (idaho) 47 
Agency: The Caples ¢ pany 
Sunset Hill House (Sugar Hill, N. H.) 109 
Ags y: Weston A sfes 
Swanks, Inc él 
Aas y: Pa >) Advert } 
t 
Toffenetti Sete Ba Petersburg) 117 
Agency: Ff 
Trans Canada Airlines 85 
Agency: McCann-Erick Inc 
Trans World Airlines, Inc 2 Cover 
Agency: Foote, Cone & Belding 
United Airlines, Inc 25 
Agency: N. W., Ayer & | 
United Van Lines 12 
Agency: Kelly, Zahrndt & Kelly 
U. S. Hotel Thayer (West Point, N. Y.) 76 
Agency: Needham & Grohmanr 
Hotel Utah (Salt Lose ae 105 
gency: Harris & h 
Virgin Isle Hotel (Virgin Isle) 8 
Agency: Koehl, Landis & Landa 
Waldman Crown Hotel (Miami Beach) 108 
Agency: Roland-Bodee & Flint 
Western Air Lines, Inc 54 
Agency: Buchanan & ¢ 
Western Hotels 104 
Agency: Cole & Weber Advertising 
The —— {Litchfield Park, Ariz.) 89 
A y wat 1 & Ce 
Willard Hotel (Washington) 9 
A y: Irving J, Rosenbloom A 
Williamsburg Inn & Lodge (Williamsburg 
4) 56 
Agency: Needham & G 
William P. Wolfe Grae zation 35 
Age y: Wende 


Washington's 
Largest Downtown Ballroom 
is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Richard H. Nash 
General Manager 


Teletype WA-732 
Telephone 


NAtional 68-4420 


AM ABBELE HOTEL 


14th Street and Pennsylvania Avenue, N. W. 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum 
Make your headquarters here at the 
Henry udson Hotel and save time, 
money and energy 
a Rooms 1200 Baths 
le $5 to $8 Double $9 to $15 


vou Il enjoy The Voyager, our new dining 
and spper club. Dancing to name bands 
You'll relax in our new Cocktail Bar and 
modern Coffee Shop—The Chartroom 

© Cafeteria « Banquet and Meeting Rooms 
© Ample Parking — 2 Cocktail Lounges 
Swimming Pool and Sun Decks Comp! 

mentary to Guests 


ALBERT F. KOENIG—Gen 
Frank W. Berkman, Di, 


Mar 


of Sales 


HOTEL 
CO 56-6100 


New York 19, N. Y. 


353 W. 57th St., 


119 


Subject: LITTLE DIFFERENCE 


\ speaker was called upon to ad 
dress a mixed group of men and won 
en. Before getting into his talk, he 
thought it might be well to pay his 
respects to the fair sex. He started 
out by saying impressively, ‘Today 
we have women doctors.” 

\t this point, an intoxicated gen 
tleman in the rear of the hall rose 
laboriously to his feet with the cry 

Hurrah for wom'n doctorsh! 

{ nperturbed the speaker proceed 
ed. ‘Today we have women lawyers.’ 

Again the drunk arose and shouted 
“Hurrah for women lawyers.’ 

In fact the speaker continued 
with grim determination, “today we 
find that between men and women 
there is very little difference.’ 

With a supreme effort the intoxi 


cated man once more hoisted himself 
to his feet, and uttered a feeble but 
Carnest cry H irrah for that little 


difference ! 


Subject: INCENTIVE CONTEST 


ules manager stepped up to the 
rostrum and announced to his assem 
bled salesmen 
Busine ha been lousy You uys 
haven't produced enough to keep the 
company cars in antifreeze But all 
that’s going to change. We're going 
to have a ontest lor top sales per 
formance 
What's the prize?” asked an eager 
pice 
shot back the sales manager: ‘The 
ian who scores highest gets to keep 


i} 
his job 


Subject: SHOWMANSHIP 


In Rome, the Pope was appearing 


before the television cameras After a 
half-hour test, the director suggested 


Your Holiness, | believe the effect 


would be better if vou showed more 


animatio perhaps ised your hands 
more 

Replied |} Holiness ‘Let's face 
t ifter all, I'm no Bishop Sheen.’ 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


Subject: TREATIES 


‘There are said to have been only 
300 years of peace between 1460 Be 
and 1955 ap. But the number of peace 
pacts drawn up during that time 
totals more than 8,000 


Subject: BRAINS 


Salesman arrived at the hotel and 
was met by the porter who inquired 
how many trunks he carried. 


“T use no trunks,” the salesman re 
plied. 

“Oh, I thought you was one of 
these traveling salesmen gentlemen,” 
said the porter. 

“T am, but I sell brains; under 
tand, I sell brains.”’ 

‘Well, excuse me, boss,” replied 
the porter, “but you’s the fu’st travel 
n’ fella that’s been here this season 
who ain’t carryin’ no samples.” 


Subject: LANGUAGE 


The Russian visitor found many 
faults with life in the United States. 
Not the least of which was the lan 
guage. 

“One word,” he complained, “means 
too many different things. You have 
here ‘beets.’ Is a vegetable. You have 
here also ‘beets.’ Is worn on string 
around lady’s neck. In summer every- 
body go to ‘beets,’ means sit on sand 
near ocean. In_ baseball, Dodgers 
‘beets’ Giants. And for this you call 
them sons of ‘beets.’ Some talking!”’ 


Subject: EXCUSE FOR DELAY 
When challenged about a delay, 


you might use this explanation. 

Gentlemen, I realize that we are 
not doing the job as quickly as we 
would like. However, we must un 
derstand our limitations. Don’t for 
get even though we have modern 
hospitals, the best anesthetics, the 
finest obstetricians and other medical 
workers, in spite of all our modern 
knowledge in medicine and science, it 
still takes nine months.” 


Subject: EVALUATION 


A canny Maine farmer, who made 
it a rule to think before speaking, was 
approached by a stranger one day and 
asked, “How much is that prize Jer 
sey heifer of yours worth?” 

The farmer thought a moment, 
then asked, “Are you a tax assessor, 

has she been killed by a train?” 
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SALES MEETINGS 


“ ewes 


Worst ase of tage fr ght I've ever seer 
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Ship Displays UNCRATED 
via North American Padded Vans! 


Save time, trouble, expense Ship your displays—uncrated—via North 
American padded vans! Displays arrive on time; over $1500 worth of 
protective equipment assures safe “‘factory-fresh” arrival 

North American service gives door-to-door delivery eliminates local 
drayage provides storage facilities—and exhibits can be routed from 
one show to another on fast, tight.schedules. Call your local North Ameri 


can agent, or write for Free Display Moving Brochure 


Over 1100 local North American agents pro 


both origin and destinatior touring exhibits, too! 


NORTH AMERICAN VAN LINES, INC. + World Headquarters: Fort Wayne 1, Ind. 


North American Exhibit Display Divisior 


vide dependable exhibit display service at assures maintaining of set schedules 


COMPANY-TRAINED DRIVERS 
ASSURE FAST, SAFE SERVICE 


At 


IN ALEX DREIER 


NB 


WORLD-WIDE SERVICE 
via LAND, SEA, AIR 


MAN ON 
MONITOR EVERY WEEKEND 
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Convention Plans 
Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 
Skits 

Animated Cartoons 
Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 

Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 

Tape Recordings 

Disc Recordings 
Promotion Pieces 
Poster Charts 

Banners 

Training Devices 

Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 

Film Productions in Color 
Field Surveys 
Convention Supervision 
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How To Get In 


and out with the order 


Keeping a sales force geared to the rapidly changing business situation is 


a training job not to be postponed. The time is now! 


The Jam Handy Organization provides complete, single-package helps 
on practically every kind of sales training project. The advantages are 
obvious. One-Stop Service offers one source of supply one accounting 


one responsibility 


Specialized teams are yours to summon for help on all phases of presenta- 
tions, motion pictures, slidefilms, charts and graphics, visual tie-in 


literature, and special training devices 


For great service with great convenience, call 


7c JAM HANDY 


One-Stop Service OGany 


NEW YORK 19 
1775 Broadway 


HOLLYWOOD 28 e DETROIT 11 DAYTON 2 CHICAGO 1 
1402 N. Ridgewood PI 2821 E. Grand Blvd : 110 Talbott Bidg ° 20 N. Michigan Ave 


